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WJZ-TV 



UN M I 



K ABLY 



FIRST! 



and here's the proof: 

Out of 467 quarter-hour periods surveyed while 
all three stations were on the air . . . 



WJZ-TV leads in 197.5 
Station B leads in 139.5 
Station C leads in 130.0 

This October ARB was taken after Westinghouse 
Broadcasting Company's new Channel 13 had been 
on the air less than two months! 

For the full story, and availabilities on the star- 
bright programs that are making WJZ-TV your best 
buy for sales in Baltimore, call Joe Dougherty, 
WJZ-TV Sales Manager, MOhawk 4-7600, Baltimore, 
or the man from Blair-TV. 



WESTINGHOUSE BROADCASTING 



BALTIMORE 



'ARB, October, 1957 




COMPANY, INC. 



Represented by Blair-TV 
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One Station Reaching The Booming Upper Ohio Valley 



NO.1 OF A SERIES 

STEEL 




WHEELING STEEL CORPORATION 
Operates eleven plants producing over (wo million 
net tons of steel Ingots processed Into pipe, tin 
and block plate, steel sheets and mony by- 
products. Fifteen thousond earn In excess of 90 
million dollars annually. In 1958, the culmination 
of a 2S0 million dollor expansion program. 
Wheeling Steel — onother dynomic factor In this 
spiraling market where 1 X A million people spend 
over 2 billion annually. WTRF-TV Influences these 
425,196 TV homes with penetrating Impactl 



"Wheeling Steel is my job — has been for twelve years. I'm just 
one of 15,000 workers proud to be part of this niine-to-market' 
operation. It s hard work but we make good money and buy 
what we want. I <ret through at 3 anil I'm ready to relax". 
WTRF-TV offers me and the wife the major part of our enjoy- 
ment. Of eourse. our five \ear old son is an important part of 
our family picture, too!" 



For ovai/obi/if/es, eotf Bob 

Ferguson, VP ond Gen. Mgr., 316,000 watts |N[R [| network color 
or Neednam Smith, So/es Manager, l" _i w l 

at Cfdor 2-7777. 1—1 • 

Notional Rep., George P. 

Ho/fingberyCompony. WHEELING 7, WEST VIRGINIA 



wtrf tv 



reaching a market that's reaching new importance! 





II 




My Mommie 
Listens to 

KOir 



Omaha's 
Most Listened to 
Station 

Mornings - 34.1 
Afternoons - 34.8 
HOOPER-Sept.-Oct.J957 




If results are a must. . . So is KOI L 



C30Q 



A Vital Force in Selling Today's Omaha 
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frequency: (.'?) greater >pread. It's a different medium today 
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38 The \ge of Space has arrhed. W hat impact will it all have on radio 
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KTHS 
sells 
nearly All 
of Arkansas! 




"KTHS is a 

major factor in 
our leadership. 



Says HENRY W. RUSSELL 

General Sales Manager, Stebbins & Roberts, Inc. 

Stebbins & Roberts, Inc. is one of [he dominant paint manu- 
facturers in this area, and their "Sterling Twelve Star" paints 
sell \ery successfully against scores of other brands. Having 
used Station KTHS for many \ears, this company's media 
opinions carry unusual weight. This is what Mr. Kussell 
recentlv wrote us: 



To consistently maintain the dominant 
position in a market that is as competitive 
as Pulaski County is no small task. . . . 
For some years, we have credited our 
newscast on KTHS as being a major 
factor in helping us maintain our leader- 
ship. We have conducted tests in radio 
and other media. We have checked our 



dealer organization. Each time wc arrive 
at the conclusion that KTHS is doing the 
job that we want done — is reaching our 
customers and prospects not only in Pu- 
laski County but in the greater part of the 
state. ... A most profitable association, y y 




SSELL 



Henry \V. Russell, and most important merchants in Arkansas, know 
that KTHS is THE quality station, THE state-wide station, THE sta- 
tion that people respect in Arkansas. Let the Christal Co. give you 
the facts. 




KTHS ... LITTLE ROCK 

50,000 WATTS 

REPRESESTED BY THE IIESRY I. CHRISTAL CO.. ISC. 
Henry Clav, Executive Vice President 
B. G. Robertson, General Manager 
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WFLA-TV 

UT TH£ FUS£ 

for 

"PROGRESSO" 
sales 




Sales up 



29.2% 



over last year! 



"... As a direct result of our 
campaign over WFLA-TV in 1956- 
57, we amassed a healthy 29.2 
increase in sales over the same 
period in the preceeding year. 
Considering that Central Florida 
viewers have four stations to 
choose from, we consider the re- 
sults a marvelous accomplish- 
. 

That's what Mr. Phil LoCicero, 
food broker for famous PRO- 
GRESSO products said when an- 
nouncing that WFLA-TV has 
once again been chosen for 
PROGRESSO's new fall show, 
"Celebrity Time." 

So, if you need to light the fuse 
under your sales — see your Blair- 
TV man for top rated availabilities 
on the sales powerhouse of 
Florida's west coast — WFLA-TV 
— where you get both, ratings and 
results! 




Channel 8— the RESULTS Channel! J^fc 




National Repreientative-BLAIR-TV Inc. 



NEWSMAKER 
of the week 



This week admen had a grim reminder that the advertising 
industry is still vulnerable to discriminatory legislation. 
They knew the issue of a proposed advertising tax in Balti- 
more was broader than one market. Their concern: Would 
a wave of taxation attempts now move across the U. S. in 
a time of tight money for government and business alike? 

The newsmaker: Mayor Thomas D'Alesandro Jr., who 
last appeared on the national stage when he played a leading role in 
bringing the Orioles to Baltimore, will be watched closely by mayors 
across the nation. Behind his plan to tax all media sales 2% and 
all advertisers 7.5% are problems common to cities everywhere. 
(1) Public employes, in an age of inflation, are leaving to take jobs 
in private industry. More municipal salary money is vital. (2) 
Increased school population demands new schools. It must be paid 
for partially from the local coffers. 

Strategy of admen seeking to 
nip the taxation trend in the bud: 
show the mayor and his city coun- 
cilmen that implications of the tax 
go far beyond a question of bal- 
ancing the municipal books. 

At presstime attention was fo- 
cused on a scheduled mid-week 
(13 November) council meeting 
where Baltimore's ad legions 
would present their views in a 
public hearing. TvB's president 
Norman E. Cash was quick to sug- 
gest to the mayor that the tax "could reduce the income to your city 
and severely restrict your administration." 

Baltimore tv/radio stations banded together for simultaneous 15- 
minute broadcasts to seek public support. 

Tv and radio together accounted for an estimated gross of about 
$10 million in Baltimore during 1956. by FCC figures. If the tax 
law went through. $950,000 of this would flow to the city from ad- 
vertisers and stations. The mayor estimates he can raise $4.2 mil- 
lion through taxation of all advertising. 

Here's what Baltimore air media executives told sponsor: Tom 
Tinsle\ , WITH — "the tax wouldn't produce the revenue the mayor 
wants': Leslie H. Peard, WBAL, WEAL-TV — "we'd move our 
offices out of the city limits''; Jack Jett, WMAR-TV — "the tax would 
reduce sales tax revenue because there would be a drop in adver- 
tising, hence in sales'": Larry Israel. WJZ-TV — "the tax is discrim- 
inatorv and a dangerous precedent." 

Has this been tried before? "It's reminiscent of the abortive 
1950 Congressional attempt to finance the District of Columbia by 
advertising taxation," AFA president C. James Proud told SPONSOR. 

What happened to that move? Launched on Friday, scuttled 
on Monday. ^ 




Mayor Thomas D'Alesandro, Jr. 
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Background for Family Radio 




The family — basic social unit since the dawn of civilization. 
Love and loyalty are firmly woven into the fabric of family 
life. Understanding of these fundamentals has been the 
basis of programing for 

TEN YEARS OF BARTELL GROUP 

First by ratings in our established markets is, therefore, only 
part of the Bartell success story. Balanced audience has 
created best buyership. 




Sold Nationally by ADAM YOUNG. Inc. for WOKY The KATZ Apency 



SPONSOR • 16 NOVEMBER 1957 



OLLARS! 



SPENT 

IN STORER MARKETS 
IN FOOD SALES 
IN 1956* 

Food sales of 7 billion . . . 
and much of it accounted 
for by advertisers on 
television and radio stations 
owned and operated by the 
Storer Broadcasting Company 



STORE R BROADCASTING COMPANY 



WSPD-TV 

Toledo, Ohio 



WJW-TV 

Cleveland, Ohio 



WSPD 

Toledo, Ohio 



WJW 



Cleveland, Ohio 



WJBK 

Detroit, Mich. 



WJBK-TV 

Detroit, Mich. 

WAGA 

Atlanta, Ga. 



WAGA-TV 

Atlanta, Ga. 



WVUE-TV 

Wilmington, Del. 



WIBG 

Philadelphia, Pa. 



WWVA 

Wheeling, W. Va. 



WGBS 

Miami, Fla. 



NEW YORK — 625 Madison Avenue, New York 22, Plaia 1-3940 
SALES OFFICES CHICAGO— 230 N.Michigan Avenue, Chicago 1, Franklin 2-6498 
SAN FRANCISCO — 111 Sutter Street, San Francisco, Sutter 1-8689 



1957 Sales Management "Survey of Buying Power" 



Buying time on radio has become an increasingly complex function. We've made it 
easy. In the mails this week, and effective December 1, is a brand new 
system of rates for our stations — the end result of intensive research and 
preparation. 

On the 6 new CBS-Owned Radio Station Rate Cards the same basic structure applies 
for all the cards. Once you understand one, you understand all six. 
The cards are uniform. 

The streamlined format (especially net-cost-per-unit rates in whole dollars) 
simplifies your job of computing complicated schedule costs. 

If the test of a rate card is its efficient use — then we know you'll find ours 

a marked improvement. ANQTHER LEADERSHIP STEP BY THE CBS-OWNED RADIO STATIONS... 

WEEI, BOSTON 
WBBM, CHICAGO 
KNX, LOS ANGELES 
WCBS, NEW YORK 
KMOX. ST. LOUIS 
KCBS. SAN FRANCISCO 
Represented by 
CBS Radio Spot Sales 




CBS-OWNED 

RADIO 

STATIONS 




Most significant tv and rwlio 
newt of tlir ireek with interpretation 
in depth for hinv readers 



SPONSOR-SCOPE 



16 NOVEMBER 

0«*>Tl|ht I §37 
tFONSOR PUBLICATION* IHO. 



Hark in radio's infancy, tin- movie people had a Standard gimmick In protect 
their patronage nn f i <rl it nights — they installed a set in the Iobln. 

Currentb KIM V. Yakima. Wash., is using a twist nn that classic during "rat- 
ing Hcckst" when compel ilor«- double and triple the mouc\ on giveaway; 

K1MA assure* listeners thai if they remain loyal, they'll get tin* answers In tin* 
prize contests on other stations. 



Spot tv got $93 inillinn in hillings during the third quarter nf 1957. accord- 
ing to a TvB estimate fno comparison with 1956 would he valid because the number 
of tv stations has changed so much). 

The estimate is hascd on reports from 325 stations. 

(For the top 100 national and regional spot advertisers, see page 18. For an analysis 
of the S93 million, see pa<ic 35.) 



No matter which way ynn interpret the tv split figures (ahnve). there's a 
feeling that this hraneh of the medium is in a lull and that something -hould be 
done ahout it. 

So among the reps this has hecn a week of cause-searching. 

One action that mav come out of these prohings: Salesmen will take to the mad 
and call on agencies in the smaller cities, with the hope of retrieving business siphoned 
off hv competitive media. 

This strategem isn't new. It was common in the latter 30*« whenever bavins slowed 
on the \cw York and Chicago fronts. 



Rep salesmen have found a way to counter the tiniehnyer who picks his sta- 
tion strictly according to numbers. 

The game, as explained by a salesman to SPOXSOR-SCOPE this week, proceed* thus: 

• After skimming over the availabilities submitted by the -alesman. the tiniehnyer 
checks the ratings, projects them aaainst the homes assigned to the station, and — after 
a glance at the ratecard — computes the cost per thousand. 

• Fully aware that the timebnvcr is going to do this and then complain that the CPM 
is too high, the salesman already has his briefcase full of alternate "plans*" — "just 
like an auto salesman.'' 



As expected, network tv ratings this year are much closer than ever before. 
How much closer? Here's a clue: 

A Park Avenue agency analvied the October Trcndcx ratings and found only 15 
shows with a margin of 5^ or better over the ratings of competitors in the same 
time period. 

A year ago 45 did the trick. 



Grant's New York office is scouting around for tv participation- in behalf nf 
Park & Tilford's cosmetic line. 

One show that's being explored is Tex \ Jinx's Close-Lp-. 
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SPONSOR-SCOPE continued 



Network radio is taking another sharp spurt on the comeback road: The 15- 
niiuiitc strip across-the-board with a single sponsor again is in sight. 

NBC Radio may close two such deals this week, involving $1.5 million in billings. 

A. E. Staley Manufacturing is one of the advertisers. The prospective stars are 
Sieve Allen and Jayne Meadows. The period would be Monday through Friday, 10:45-11 
A.M. Kuthrauff & Ryan, Chicago, is the agency. 

CBS Radio meantime is offering another husband-wife team — Peter Lind Hayes and 
Mary Healy in the 12:05-12:15 P.M. slot. 

A JWT executive this week raised the question of how many radio station 
managements actually listen to their own programs. 

What caused the agency to wonder was the discovery that a CBS affiliate was sched- 
uling a Buiek-sponsored program of Bin? Crosby recordings just before one of 
the Ford Roadshow segments (Roadshow includes a daily program with Crosby). 

The JWTer's comment: "We're sure that this sort of thing couldn't happen if station 
managers were more interested in what they're putting on the air." 



Another technique which spot radio inaugurated is being picked up by the 
networks. 

NBC Radio's deal with Carling Ale operates in flights — 15 spots one week, a 
layoff of three weeks, then 15 spots again the following week. 
The contract is for 13 such monthly flights. 



The big turnout of oldtimers at the CBS Radio affiliates' meet in New York 
last week might be interpreted as another demonstration of the upbeat in network radio. 

But note this piece of realism: Sales v. p. John Karol frankly admitted that net- 
work radio still is at a disadvantage vis-a-vis tv. 

For in tv the big corporations tend to buy on a wholesale basis and then get 
the individual brands to take what they need. In radio it's the other way around: The buy- 
ing mainly is done by the individual brands or divisions. 

(For more about the CBS affiliates' meeting, see News Wrap-up, page 65.) 



Tv stations may be faced with this tricky concept in spot announcement 
buying next year: A guarantee of so many ratings points over a 52-week span. 

A leading user of air media this week is considering a plan whereby stations would 
agree to maintain each announcement in a nighttime spot bringing no less than a stipu- 
lated number of rating points. In return, the stations would get an airtight 52-week deal. 

It would be tantamount to guaranteed circulation — an innovation for spot. 



NBC TV's Tonight suddenly has emerged from a drug on the market to a 
commodity in warm demand. 

On the heels of the hefty Marlboro buy, Norelco and Bristol-Myers followed suit 
this week. 

The Norelco buy will run through 1958 and involve about $750,000 gross. 

To illustrate how Tonight's commercial prospects have changed almost overnight: 
Three weeks ago, a minute participation on the Eastern link was priced at $1,200. Now 
the network is asking $6,200 per participation for a 48-station minimum-buy 
and a must-buy of six spots a week. 

Four major advertisers in the soap-toiletries-drugs categories currently are 
spending over 759c of their budgets in tv: 

American Home Products, Bristol-Myers, Lever Bros., and Revlon. 
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SPONSOR-SCOPE continued 



This is the time- of jmr when the research Mnipmi bursts into animal bloom. 

In air media centers arriw* the nation, anxious r\e< utiu-s look In computer*. In tell them 
whether lo keep in kill a -how, add or suhtnnt market*, }n-t or how out. In this wcck'i 
research news, von should nolo that: 

• A toprttng Madison \\enue agency hopefully refuse* In abandon its system of 
tenting prospective network shows via "juries" in -m h stales a- Oklahoma, Kansas. 
Iowa, and Minnesota. 

Two situation comedies put through these "tests'" were complete ini«nttt«. 

• Radio stations in smaller markets will find that Pulse has caught them o(T 
guard this month. 

Pnlse is running it* checks without advance warning tlnis killing the dinner to boost 
ratings with special gimmicks and promotions. 

Tliis confidential procedure applies to market- that I'ul-e emers more or less sporad- 
ically — sav four to eight times a year. 

• On the average, how many million homes must an advertiser's network tv pro- 
gram reach before he feels secure that it will pay out sales-wise? 

Tim week SPONSOR-SCOPE learned that one of the top three a'_'ciirics u-cs this yard- 
stick: 

1) It takes about 10-million to he on the safe side. 

2) A figure of 6-million or less is too risky for peace of mind. 

The foregoing, of course, presumes a fair-sized hookup around 125 stations. 

• There's a difference between what consumers put into their shopping carts 
and what they put into their stomachs — or so RRDO and Pnlse think. 

The two are going to collaborate on a quarterly study of what people actually eat 
and what the relationship is to advertising effort. 

Nothing like it apparently has been done before. RROO Research de-cribed the effort 
to SPONSOR-SCOPE this week as a "most valuable and exciting type of measurement. " 



Bristol-Myers* dentifrice competitors will tell yon thev haven't heen caught 
off base by the introduction of the Ipana squirt bottle. Rut they're keeping a clo-c 
check on its reception just the same. 

Toiletries merchandisers foresee the device catching on big among youngsters 
and predict that Ipana's rivals will he adopting squirt bottle* sooner than it took the 
shaving cream* to catch up with Rise. 

It may be worthwhile for tv stations to start sharpening up their public serv- 
ice programs emphasizing health. Reason: Smith. Kline & French will likely be back 

in early 1958 as a local sponsor of this tvpe of vehicle. 

The ethical drug company is now studying the results of its previous sponsorship of 
such shows a- a prelude to expanding the plan to many more markets. 

The campaign's twin objectives: (11 Selling viewers on the idea of consulting 
their doctors more often on health and weight problems, and (2) increasing the pro- 
fession's goodwill toward SK&F. 

The Kraft Theatre — network tv's oldest show and the only weekly dramatic 
hour remaining in New York — is about to get a face-lifting. 

The overhauling includes: (11 a totallv new format for opening and closine (21 
greater emphasis nn film names (31 added youth appeal, and (41 an increase in budget 
to $53,000. 
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SPONSOR-SCOPE continued 



Sputnik and its big In-other already have had these effects on air advertising: 

1 ) The network? are rushing into live and documentary scries based on space themes. 

2) Svndicators arc finding a reactivated market for such science fiction shows as 
llock\ Jones, Space Ranger (Official), Johnny Jupiter (AAP), and Science Fiction Thea- 
tre (Ziv). 

(See What the Space Age Means to Sponsors, page 38.) 



CBS Radio continues to make steady progress in disposing of Impact segments. 
This week's major contracts involved: 

• Hudson Vitamin Corp. (Pace), a weekly segment for 13 weeks. 

• P. Lorillard, a 13-week renewal for 16 weekly segments (Lennen & Newell). 



Max Uhl, K&E executive v.p., put up a left-handed defense for this season's 
program quality at a luncheon of the TV Academy of Arts and Sciences. 

Considering the amount of programing turned out in a year, quipped Uhl, it's amaz- 
ing there isn't more mediocrity. 

Uhl feels that "creativity" is a very much overworked term. What the advertiser 
is concerned with in a program (aside from good taste) is 1) cost-per-thousand 2) au- 
dience composition, and 3) an "emotional involvement" which will make the viewer 
kindly disposed to the commercial and product. 



The AB-PT hoard of directors is due to act Monday (18) on an election slate that 
includes making Ollie Treyz ABC TV president and James Aubrey executive v.p. 
in charge of operations. 

Aubrey joined the network early this year as v.p. in charge of programing. 



Advertising statesman Clarence Eldredge thinks elients are living in a dream 
world when they expect their agencies to provide the ultimate marketing decision. 

He told the annual meeting of the Grocery Manufacturers of America this week that 
the job of the agency is to help solve marketing problems — not to tie up the answers 
into a neat little package so that the advertiser can avert final responsibility. 

(See News Wrap-up, page 65. for Eldredge's decalogue on "What the advertising agency 
should expect from the client.") 

Bristol-Myers provides the latest example of a corporation which — after mak- 
ing huge commitments in tv — went shopping for more brands to support its air 
franchises. 

This week B-M announced that it was acquiring Grove Laboratories, whose $10 mil- 
lion in sales will take Bristol-Myers' product total to around the SlOO-million mark. 



ABN president Robert E. Eastman believes that today's American economy 
calls for finding better ways of using creative selling. 

Talking before the Philadelphia Ad Club this week, Eastman urged: 

• That top creative minds in advertising get rolling with untested ideas, bold new copy, 
exciting new media strategy. 

• Show clients where the market for many products is saturated, and how it can be 
revived with new and different creative selling. 



For other news coverage in this issue, see Newsmaker of the Week, page 4: 
Film-Scope, page 57; Spot Buys, page 52; News and Idea Wrap-Up. page 65: Washington 
Week, page 75; sponsor Hears, page 78; and Tv and Radio Newsmakers, page 84. 
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Among Kansas City adults 

It's a WHB world 




What are WHB's first place audiences made of' 
Exactlv what sales are made of — adults! 



AUTOMOTIVE ADVERTISERS KNOW IT . . . So WHB carrie- schedules for 

cverv major national automobile advertiser . . . and local tar dealers buy more t me on 

WHB than on all other local radio stations combined. 

New .uidience composition analysis reveals that D I.H%> of all the adults who listen t 
the top four Kansas City radio stations . . . listen to W1IB . . . more than to the other 
three put together. (Nielsen, June, 1957 All-da} average.) In every 1 + hour, 
WHB talks to more adults than any other station. 

Whether it be Metro Pulse, Nielsen, Trendex or Hooper — whether it be Area 

Nielsen or Pulse — WHB is the dominant first among every important audieiue-t\ pt. \ id 

the dominant first throughout — with audience shares consistently in the 40 per cent bracke'. 

Naturally, advertisers of all product groups have responded with bigger schedule* on 
WHB than all other local radio stations combined. Make no mistake about it. 
People who like our kind of programming have money to spend . . . and, \ue \i_r<a. Let 
John Blair or General Manager George W. Armstn ng lead \ou to K. C. «.ik# n >w. 



WHB 



10,000 x-jtis on 710 kc, Kansas City, Missouri 





STAT I O INJ S 

TODAY'S RADIO FOR TODAY'S SELLING 

"ODD STORZ, PRESIDENT • HOME OFFICE: OMAHA, NEBRASKA 



WDGY Minneapolis St. Paul 

REPRESENTED BY JOHN BLAIR & CO. 

WHB Kansas City 

REPRESENTED BY JOHN BLAIR & CO. 

WTIX New Orleans 

REPRESENTED BY ADAM YOUNG INC. 

WQAM Miami 

REPRESENTED BY JOHN BLAIR A CO. 
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«.l 2 3 4 *67 
INTfRVM. IN DAY 

fem Mtibswn. fStGKUJSX IK AWEWIKSe" 



memory 

is your headache 




And the remed\ for one is the reniedv for hoth! Talk to her more often. Her meinon s 
too short for ouee-or-lw ice-a-inoulli messages alone to ivj£nIh\ K\cn ad \ erl i>er know 
this. The (|iicstion is how to step ii|> \oin* advertising lre»|iiriic\ loda\ — at efheient costs. 
The answer is with CBS Kadio da\ lime <lraina. \\ here a> little a> $10,000 delivers 20.7 
million commercial-minnle impressions a week — 3.2 impressions on each of 
6.4 million listeners. And. e<|iiall\ important, where \ our product stor\ is delivered to 
an audience tuned in on purpose ... to listen. ~|"|_| |T Qgg RADIO NETWORK 

That's wliv Ariifi |>r< >cln< I aihiTliMT- likr t .art it I'ni'lml* I in 
TIic Mi'iitholatuiii (,'i>nr|iati> ami I'li.irrnu Crafl ("'iinpain Inn 
(LiylinH - firamatii - ■.(•rial* mi CI IS Ha>lin. in iMi\rr lli«-ir -i-Hm-i 

HM*wa>fj<*<« lo an allcnlnc lioiiM-nifc an(licn«i\ mi *-li*»|»|»ini; <\a\> 




1 1 SO KC 



O O 




Why 
should 
I buy- 



/ Ui »»«»r» nasi,, " *«l 

^ §M0 ° <-J 

^ «mJr """" he 



icr- 



per 



Hrrausp those folk 
respond to the Gordon 
Thompson show, "Mostly 
Mu-»ir." « ,„„ ,„ , n i <Jn i, ( , 

,' V °' " MMnul ,„ VOI/r 
"'essay,, m<-r KFJJ( 



DowlyriateA^ . . . 

SOUTHERN NORTHERN 

OREGON • CALIFORNIA 

* money mapkets" 

Best Buu 

KLAMATH FALLS, OREGON 

Ask -the Meeker Co. 



sooo w 



Timebuyers 
at work 



Mary Ferrirer, Guild. Ba.-rom & Bonfigli, San Francisco, feels that 
the flood of in formation hitting timebuvers' desks from all sources 
has brought chaos to buying. In radio. Man poi nts out, the buyer 
must assimilate an o\ erw helming amount of data on new stations, 
raised power and increased coverage of old stations, shifts in pro- 



graming strategy, new listening 




habits and ratings, etc. She makes 
these suggestions to soke the 
problem. "Screen all data apph - 
ing the rule first-things-first. l!e 
sure that, regardless of how much 
information you receive. you read 
only what's worth reading. .Make 
all decisions based on the client's 
most important objectives and re- 
quirements and request that all 
data submitted be essential to the 
objective. Don't he swayed by the 
attempts of stations to prove their total competitive superioritv in a 
given market — make stations prove their value to the specific needs 
of the campaign. And don t believe everything you read." Mary 
adds that, like aspirin, these things won't cure the disease, but they'll 
help the headache afflicting every buyer with an overloaded desk. 



Elaine Whalen, chief timebuyer for Emil Mogul Co., .\ew York, 
thinks that "in many cases, radio is doing harm to its present healthy 
climate with policies and practices that are not concerned with the 
long-range picture. It creates a great deal of ill-will with advertisers 
when rate increases are issued too frequently just because current 

business is brisk. And while sta- 
tions criticize advertisers for the 
concentration of spot during early 
morning and late afternoon, they 
take no steps to correct the situa- 
tion with a rate structure that 
would encourage spot during other 
time periods. The stations could 
woo prime-time advertisers to 
other segments bv offering pack- 
age plans that would include both 
traffic and non-traffic hours. Pres- 
ent package rates exclude prime 
periods. Bv allowing 20-30 r { of the announcements in a plan to be 
used during early morning or 40-50' < to he used during both early 
morning and late afternoon, stations could sell SO-GOT of the sched- 
ule for their remaining time periods. Both stations and advertisers 
would I cue fit from this improved use of the medium. I hope sta- 
tions will be able to see the merits of such a packaging plan." 
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IC E JSf T XJ C KY -ri<" 




Can Newspapers Provide Effective Coverage of the 



$2 Billion 

Here :i re the facts. 

There are 14 daily newspapers in the area. 
They have a combined circulation (i;*norinjj 
duplication) of 318.542. 

One 600 line insertion (approximately '/•> page) 
in these 14 papers costs SS94.00. 



mi 



l\ I) J t i> \i 



Within this same area. WS.M delivers a 
comparable unduplicuted daytime audience 
plus an outside bonus audience even larger 
than that for which you pay. And on WSM 
you can achieve real penetration at amazingly 
low cost. 



On WSM, $894.00 buys 

24 one minute announcements in a week, 
or a choice quarter hour in the Grand 

Ole Opry for 3 weeks, 
or a 15 minute morning newscast 5 days 

weekly, for 3 weeks. 

Ask Hob Cooper, or any Blair man for the facts and figures. 



There is a difference .. . it's WSM radio 

50,000 WATTS, CLEAR CHANNEL, NASHVILLE • BLAIR REPRESENTED • BOB COOPER, GENERAL MANAGER 
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"1 

if 

$ 
$ 
$ 
$ 
$ 



7ie;y can't spend it 
they ain't got itl" 



i 



Y, 



ou might not agree with 
the grammar, but the home- 
spun logic of that saying can- 
not be disputed. You can create 
a desire for whatever it is that 
you have to sell, but if the 
means of purchase are not 
available . . . then you have 
no sale. 



BUT ... 




Columbus, Ga. 



$ 

$ 
$ 
$ 

$ 
$ 



rich 
area 



has it! 



llth 



IN THE NATION 
IN PER FAMILY 
INCOME — $7,339.00 

Source: 1957 Survey 
of Buying Power 

and WeeReBel sits right on top of the 
Columbus, Georgia 3-county metropolitan 



rjffry WRBL-TV Channel 4, is 

(^/J first 97.3% of all quarter hours 
(Area Pulse, May, 1957) 



WRBL-AM-FM 

leads in homes delivered 
by 55% — day or night 
monthly (NCS No. 2) 



They buy it when it 
is seen or heard on 

WRBL 

AM — FM — TV 
COLUMBUS, GEORGIA 





by Joe Csida 

Sponsor 
backstage 

Westward ho the ratings 

What so frequently happen? in show business, 
television most emphatically not excepted, was 
happening again. The October Trendex ratings 
showed, with somewhat staggering consistency, 
that nobod\ liked the flood of Westerns on tv 
but the people. Men, women, ehildren, quiz 
shows, singers, comics all fell to the blazing guns 
of assorted sagebrush sentinels. Maverick on 
ABC TV rode roughshod (whatever that means) over Bachelor 
Father on CBS TV and Sally on ]\BC TV in the first half-hour of its 
Sunday. 7:30 to 8:30 p.m. span, and in the second 30 minutes beat 
Steve Allen to the draw. Only the Edsel spec, with Crosby, Sinatra, 
Clooney and class all the way, was able to stop the rampaging ABC 
entry. 

Monday, Tuesday and Wednesday NBC TV saddled up with The 
Restless Gun, The Calijornians and Wagon Train, and yippie-eye- 
ayed through such formidable opposition as Burns and Allen, Lucy 
reruns and the Big Record (all CBS), and Guy Mitchell, Disneyland 
and a World Series one-shot on ABC. Only the $64,000 Question 
was able to stand off The Calijornians by a few points. 

Being a conscientious reporter I determined to find out how and 
why this was happening. The fact that ABC TV Film Syndication 
was having a press junket to Phoenix, where it was shooting its 
26 Men Western series — and the fact that one of my music publish- 
ing firms publishes the theme to 26 Men were coincidences which 
strengthened my determination to pursue this story. 

So in eompany with a group of other newspaper people, and with 
ABC TV Film's highly efficient Lee Francis operating as an attrac- 
tive mother hen. 1 uttered a quiet "Westward, ho" and flew to 
Phoenix. The story evolved more than satisfactorily. Color is the 
key. I mean the colorful characters involved in the making of the 
Western, and the hard and hearty work they pour into the creation 
of their produet adds up to a magic something which apparently 
transmits itself to millions of viewers. 

Four are still alive 

Phoenix and the 26 Men compam were full of sueh characters, 
and all of them were toiling tirelessh and with incredible enthu- 
siasm. 26 Men is based on the exploits of the Arizona Rangers, who 
protected the territory frontier in the first nine years of the present 
eentury. There were just 26 Rangers, and four of them are alive 
today and attended the tv-fihn festivities. They will do nicely to 
illustrate my point about eolor. The oldest of the remaining four 
is Joe Pearee. of Eager. Arizona. Joe is 82 and was just married a 
year ago. All four of the Rangers were in excellent shape, consider- 
ing their age. as was readily apparent from the manner in which 
they ripped into food, drink and the festivities in general. 

The onlv. slight sign of old age I encountered was in Clarence L. 
Beaty of Patagonia. Arizona, an 81-year-old Ranger. Clarence 



CALL HOLLINGBERY CO. 
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CBS-TV 



J'mmy (Van Show 
Armstrong Cork 

Captain Kangaroo 
Cerbor Foods 
Luden's 
Vicwmaster 

Carry Moore Show 
Gorber Foods 
Vick Chemical Co. 
Florida Citrus 
Nestle Co 
Sunshine Biscuit 
Johnson & Johnson 

Arthur Codfrey Time 
Standard Brands 
Armour & Co. 
Pharmacraf t 

Strike it Rich 
Colgate-Palmolive 

CBS Morning News 
Oldsmobile 
United Motors 

Love of Life 

Amer. l-bme Products 
Procter & Gamble 

Search for Tomorrow 
Procter & Camble 

As The World Turns 
Procter & Camble 
Vick Chemical Co. 
Pillsbury Mills 

Beat the Clock 
Cerber Foods 
Mogen David Wine 
Mestle Co. 
jnshine Biscuit 
General Mills 
Johnson & Johnson 
Fastman Kodak 
Purex 

House Party 

Standard Brands 
Ton i Co. 

The B'g Payoff 
Colgate Palmolive 

A Brighter Day 
Procter & Camble 

The Secret Storm 
Amer. Home Products 

Edge of Night 
Procter & Camble 
Standard Brands 
Vick Chemical Co. 
Florida Citrus 
Pet M Ik 
Pi Isbury Mills 

The Verdict is Yours 
Toni Co. 
General Mills 

Pro Football 
American Petrofina 
Falstaff Beer 
Marlboro 

Football Preview 
Carter Products 
Amer. Home Products 

Conquest 

Monsanto Chemical 

Douglas Edwards 
Amer. Home Products 
Brown & Williamson 
Hazel Bishop 
American Can Co. 

Robin Hood 
Wildroot Co. 
Johnson & Johnson 

Name That Tune 
Kellogg Co. 
Whitehall Pharmacal 

Ph'l Silvers Show 
R. J. Reynolds 
Procter & Camble 

Burns & Allen 
Carnation Co 
General M Is 

The B'g Record 

Oldsmobile 

Kellogg Co. 

Pillsbury Mills 
Talent Scouts 

Lipton Tea 

Toni Co. 

Cl'max! 

Chrysler Corp. 
Bachelor Father 

American Tobacco 
Jack Benny Show 

American Tobacco 



Advertisers Confirm What 

The Audiehce Knows 
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Network 




pack the KCMC-TV 
fall schedule with 

PROGRAM 
POWER ! 

Network Shows Totaling 

365 hours per month ! 

Call Venard for Choice Spot Availabilities — Announce- 
ment or Program — In this Distinguished Line-up 

KCMC-TV 



TEXARKANA, TEXAS-ARKANSAS 



Channel 6 




the FOUR STATES area 



Maximum Power 
100 000 Watts 

WALTER M. WINDSOR 
General Manager 

RICHARD M. PETERS 
Commercial Manager 

Represented By 
Venard Rintoul & McConnell, Inc. 



Ed Sullivan Show 

Mercury 
Eastman Kodak 

Trackdown 
American Tobacco 
Mobil Oil Co. 

Zane Crey Theatre 
Ford Motor Co. 
Ceneral Foods 



Dick & The Duchess 
Mogen David Wine 
Helene Curt's 

Danny Thomas Show 
Ceneral Foods 

December Br'de 
Ceneral Foods 

To Te I The Truth 
Pharmaceut'ca's, Inc. 



Red Skelton Show 
Pet M.Ik 
Johnson's Wax 
S64 000 Quest on 
Revlon Co. 
Norelco 
The M H'cna'r 3 
Co ea*e-Pa mo ve 
We Go* a Secret 
R. I Re\no ds 
U. S. S'eel Hour 
U. S. S'eel 



P ayhouse 90 
Amer can Gas Assn 
B is'ol M/ers 
Marlboro 
All State Insurance 
K m^erly-Clark 

S h tz Playhouse 
Sch 'tz Beer 

The L'~euo 
Procter & Camb e 
Brown & Wil amson 



L - L«- 




t . .' t 




H g h •** t 
O r«i M 


r* 


t 1 


r J ft t < 


1. nth 


D- p t 










Co 








+4 


\f fm CO 


t a 


H -* W 


1 Travel 


! 




V/ 1 •- i 


rmj jl 



L»»- • & \f en 
T "e 
j E ■ tr c 
A t H t t- y '< Presents 

< ; ■ t ge 



mt^. p,< - t-and 

H C S 



ABC-TV 



ft ^ ~u 

v H 

> e Co 

> e s _ 

W i WuOd_- *er 

> t f 4 Co. 

* - 8u .»n- rs 

'c tSCo 
/. e's Co 
fv" • ey Vouse Club 

r *d Kool <hake 

A P. OrdS 

U " % 

t - >.> Co. 
B F rich 
K' t Co 
Ar r O Co. 
I." 'atones 
> e-a M s 
* Fcods 
fjr t ",ers 
ry" S 

<-e i re?'o<ne 

F ev -^e 
Adve t -e ' m Bow'e 

Arr r C «■ Co 
A -ar Cy ' 

\ - t Co. 

t ' or Brew g Co. 

D - and 

^ '3 F~ods 
era h' s 
r> Foods 

cs t.'e'a s 

• -e Te r 'ory 

•r -- ' ' ers 

» Ve • s " Turves 

- r.- Ta -• • 
ge 

V. 'i e I F le 
Pe^ Co. 
N eLo 

■ ' • c ow 

k 

' s da re 
t B -e Show 
e ro et 

n Arrow 

' * es La v^a» r es 
Ra ton Purina 
awre^ e WeV Show 
Dod £ e 

D "• * "~ ' e Argels 
ipo^'h 



NBC-TV 



* e- F ods 
Se* rL'e 
De ' 
'on Co. 

e's C :e 
a rden Co. 

Amer. M me Pr uc s 

' H ' Pa-ade 
Ar*- -a Tcba:co 
"or Co 
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Sponsor backstage continued . . . 



the key station in 

MICHIGAN'S 
MIGHTY MIDDLE 
MARKET 

with a 24 hour schedule and 






5000 

LIVELY WATTS 



V 



has over twice the number of 
listeners than all other stations 
combined in 

(March-April. 1957— C. E. Hooper, Inc.) 



A 



LANSING 



¥ 



contact Vernard, Rintoul & McConnel, Inc. 



*17 Central Michigan 
counties with 
$1,696,356,000 
spendable income. 




looked very much like a wise, patient and contented turtle, and will 
probably live as long. He had apparently left his teeth at home, 
but this did not even slightly deter him from enjoying the lunch 
at ihe Cudia City Studios nor the banquet the following evening, 
which was Arizona Ranger Day. One of the attractive female mem- 
bers of the party, Miriam (Mrs. Lee) Zhite, grabbed Clarence at 
the hors d"oue\ res tray at Cudia City. The fact that Mrs. Zhite is 
pregnant has not drained her bouncing energy, nor curl ed her 
refreshing curiosity. 

"Sir," she asked Clarence earnestly, "tell me. did you ever kill 
a man : 

Clarence beamed at her. waved the glass in his hand, which had 
just been refilled by a charming waitress at whom he had also 
beamed, and said: "Whiskey sour.'' It was. too. and his fourth, and 
I was counting. Hard-drinking men. these men of the old West, 
and colorful. 

Literally colorful was Mr. Cudia, owner and operator of the film 
studio bearing his proud name. Mr. Cudia is the barest fraction 
of an inch over five feet in his high heeled, amply embossed Western 
boots. He wore a 10-gallon hat. and a shirt with three hues more 
than Joseph's celebrated coat. The corners of the collar of the shirt 
were trimmed with silver, to keep them from curling no doubt. 
On his right hand Mr. Cudia wore a ring only slightly larger than 
the head lamp of the new Cadillac. His slender waist was encircled 
by a wide leather belt fastened by a moderately ornate buckle, on 
which were the silver letters. S. P. B. C. Since Mr. Cudia had told 
us he was 74, I did not believe that the initials stood for Southern 
Phoenix Boys Club. 1 asked him what they represented. 

'"Salvatore Pietro Bachagalupe Cudia."' he said proudly. 

Chuckles for sponsors 

Mr. Cudia was formerly a dramatic coach at the Metropolitan 
Opera. He had come to Phoenix 18 years ago and purchased about 
125 acres of land for about $200 per acre. He had built the Cudia 
City film studios on a small part of this acreage and was presently 
beating off opportunists who were attempting to persuade him to 
sell them a few lots at $33,000 per acre. Mr. Cudia said he has a 
51-) ear-old son. 

"What does he do?" I asked. "Is he in the film business, too?" 

Mr. Cudia snorted. "He's a gentleman of leisure." he said. 

Far from gentlemen of leisure are Russ Hayden. the producer of 
the series, Tris Coffin and Kelo Henderson, the stars and the many 
supporting players, technicians, et al working on 26 Men. Their 
call is generally for 6:30 or 7 a.m. and they often work until these 
same hours in the p.m. And thev work, as I said, with an enthusi- 
asm and a verve, which transmits themseb es right out of your tv 
set to enough people to enable sponsors who joined the trek West- 
ward a small chuckle of satisfaction ripdit about now. ^ 



Letters to Joe Csida are welcome 

Do you always agree with what foe Csida says in SPONSOR 
Backstage? Both Joe and the editors of SPONSOR will be happy 
to receive and print your comments. Address them to Joe 
Csida, c/o SPONSOR, 40 E. 49//i, New York 17, New York. 
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WILS 



USTortti. Carolina's 

INTERURBIA 

HAS THE LARGEST POPULATION OF ANY 
METROPOLITAN MARKET IN THE TWO CAROLINAS 

Dominated by 

I ujfmij-tv 

North Carolina's interurbia . . . first in Total Population and 
the largest metropolitan market in the two Carolina*. Inves- 
tigate interurbia plus the entire Prosperous Piedmont where 
more than 2,000,000 people are influenced by WFMY-TV. 



VA. 



MOUNT AIRY 



f MARTINSVILLE 



SOUTH BOSTON 

/ * 

Danville / 



N. C. 



REIDSVILLE 



WINSTON-SALEM 



HILLSBORO 
BURLINGTON DURHAM 

» ' I f * 

CHAPEL HILL 

I * L 



STATESVILLE 



THOMASVILLE 



LEXINGTON • aSHEBORO 



HIGH POINT 



' BURY 



■sanford 



.KANNAPOLlS 



CaRThaGE 



ALBEMARLE 



TROY 



RALEIGHi 



GREENSBORO-HIGH POINT- 
WINSTON-SALEM 

(3 Stations) 

Greensboro- 1 1 1 c ti rolnt— Guilford Count} — Map 

Location K-3 
\\ in>ton-S^Iein — Kor*>th (ount> — M*p \a* a J"^ 
nee SHhS con sumer market map an J JaU 
nine of the State 



GREEN' flORO N C 

Harrington RioK'e' & Pew '.Q' 

.o.cc;. s ;,w. . 
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NEW YORK AND SAN FRANCISCO 
WITH ONE STATION, ONE PRICE! 



A new 136-county coverage study made by Pulse Inc. during Spring 1957 sbows that WOR 
delivers . . . 

AMERICA'S NUMBER ONE MARKET 

(N. Y. Metropolitan) 
And with its outer-area coverage an additional audience equivalent to 

AMERICA'S NUMBER SIX MARKET* 

(San Francisco Metropolitan) 

Here's how it works. 

Outside the normally surveyed 17 county New York metropolitan area there is a vast audience 
that listens to WOR — 980,420 families per week, to be exact. 

This "outer-area" audience is 47% greater than the audience to the next highest Neto 
York station, and represents a market that tvould rank sixth in the entire United States 

— larger than San Francisco! 

And WOR is the dominant station, ranking first in audience in 127 ( of the 136 counties surveyed. 

This study again confirms the fact that WOR reaches the largest station audience in America 

— serving a weekly total of— ....... 



4,103,420 families 



On the adjacent page you will find a map which graphically details the scope of WOR's coverage. 



WOR RADIO 710 



New York 

a division of I m f^BI WW J RKO Teleradio Pictures. Inc. 



*To cover America's number six market, buv KFRC San Francisco. 
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THE COVERAGE AREA OF AMERICA'S 
GREATEST STATION -WOR RADIO 

(This map shows nil counties in which lO^'e or more of 
the radio families listen to WOR at least once a week) 




WOR 

WEEKLY AUDIENCE 

4,103,420 families 
in 139 counties in 
13 states 



Source: Special Pulse Coverage Survey, Spring 195". 
(Detailed report available on request.) 
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.\ews and views for women in 
advertising and tvives of admen 



Women's week 




She's in a 
high-buying 
mood, with her 
eyes on KOIN-TV. . . 
her station in 
Portland and 30 
surrounding Oregon and 
.Washington counties. The 
gentlemen from CBS-TV 
Spot Sales have a 
complete dossier on 
KOI N -TV's fascinating 
ratings . . . and on the 
fascinating ways she 
responds to your 
buying suggestions 
throughout 
a positively 
incredible 
coverage 
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.\<-\v vacation trend: One sure way to separate the men from the 
boys in advertising circles is by the time of the year a man takes 
his vacation. Top executives have traditionally taken their vaca- 
tions in the winter, sometime between Thanksgiving and mid-Janu- 
ary. One major rea.-on: High-level agencymen are frequently most 
needed by their tv clients during the summer months when major 
network television plans are shaping. 

Ibis year, the winter-vacation trend has been seeping firmly and 
surely into the intermediary ranks. An informal cheek among 
agencies revealed the following picture: 

Four agency v.p.'s are headed for Christinas in Europe. 

Jamaica, the Bahamas and Florida rate high with account super- 
visors. 

Young agency execs, from account men to timebuyers. frequently 
split their vacations into one week of skiing in winter, a week of 
Bermuda in spring. 

"It's become a matter of prestige." says an account executive in 
one of the top 20 agencies. ''Even if you hate roasting in the big 
city during the summer, you don't dare admit you're expendable." 

Lady timebuyers: They're getting to be a lost breed, some of the 
leading lady buyers claim, particularly in the big agencies. 

Some of the reasons put forth by both male and female buyers 
for this discrimination against women on lanre accounts: 

1. Growing prestige of the media executive job makes it tougher 
for women to reach that level in today's top agency structure. 

2. Salary levels of media buyers have risen to a point rarely as- 
sociated with professional women's earnings. 

3. New emphasis on marketing knowledge among media strate- 
gists requires an increasing amount of formal, post-graduate eco- 
nomics background. 

4. That old chestnut that men prefer dealing with men rears its 
head as agencv media men increase top-level client contacts. 

Lady ad director: While a number of agencies have been making 
it tougher for women to get ahead other than in the traditional areas 
of opportunity, such as copy writing, clients seem to have recognized 
the value of the feminine touch in the past year. 

Among the most recent top-level client appointments is that of 
Carol Bag as director of advertising for Brand Products, a national 
marketing organization. Carol, formerly a research chemist, rose 
through the ranks of advertising and merchandising in the tv era, 
to become an agency account executive for Jack Gilbert Associates, 
and later assistant advertising manager for the Chemical Products 
Division of the Borden Co. 

Recognizing the overwhelming influence of the woman as a buyer 
of all goods today. Mort Wimpie, president of Brand Products, says 
Carol Bag will he "in over-all charge of promotion planning for all 
products marketed through the company." 

Carol, however, like many women who've risen to top advertising 
jobs, has the specialized training needed for her new assignment. 
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5 timebuyers — 5 reasons for 
buying WKY, Oklahoma City! 



Cost-per-thousanO 

clinched if for me! Top 
audience, top coverage make 
WKY best buy! 



Nielsen proves WKY's 
unduplicated weekly coverage 
is greater than the next 
4 stations combined! 



Pulse showed me WKY is 
clearly dominant morning . . . 
noon . . . night! Audience 6 a.m. to 
midnight averaged 40% 
greater than 2nd station! 



Reputation means a lat 
ta me . . . and WKY has been 
one af America's great pioneer 
stations since 1 920! 



Total coverage sold me 1 
NCS ,*2 gives WKY 56 Oklahoma 
counties — 18 more than the 2nd 
station! Coverage area contains 
68% af Oklahoma's population, 
retail sales! 




However you buy. .. it's 



And you II li'«e the way the Kali people come up 
with accurate, useful information and prime avail- 
abilities when you wet them." 



WKY 



930 kc NBC 
OKLAHOMA CITY 

The WKY Television System, Inc. 
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ABC-TV has added a live, full-time affiliate in Boston— WIIDII-TV (Channel 5) ! 
Now all Boston can see till ABC-TV shows, as scheduled and programmed. And 
ABC-TV coverage of U.S. TV homes takes another jump— right up to 91.2',*. 

Already this year, ABC-TV has added live, competitive affiliates in San 
Antonio Tucson, St. Louis, Miami, Norfolk, Peoria, Omaha, Ft. Wayne, Indian- 
apolis and Youngstown. Now WIIDII-TV in Boston (the nation's sixth market) 
raises ABC-TVs live coverage to 82.S« of all U.S. TV homes. This season's 
further additions— Amarillo and Chattanooga— will push that figure to a whaek- 
ing 8:U r/ r. 

That's the kind of news that sets a whole town buzzing. And an avenue, too 
-Madison or Michigan! 




49th ami 
Madisor 




KONO ratings are 
sky-high in San Antonio 

Although the Sputnik can ^ 
go kaputnik the satellitic rating 
of KONO will continue to soar % % 
in the South Texas market. 
Because the meteoric rise 
in KONO's audience is 
constantly powered by fast 
# thinking and lively action . . . 

a powerful force that has made 

a month-old rating service as out- 
of-date as Kittyhawk. 

Hitch YOUR sales wagon to 
a star ... to the NEW KONO. 
Get facts — CURRENT facts 

from your 
H-R Representative 
v or Clarke Brown man ^ 



* 860 kc .5000 watts 



SAN ANTONIO ' 



Radio 



How stations pick agencies 

Bless Bernard Burt and the Benjamin 
Katz crew for suggesting an examina- 
tion of a station's selection of an 
agency (in the 2 November letters 
column). For more than a dozen 
years, we have successfully handled a 
number of media accounts.* Although 
I've heard the "prejudice other agen- 
cies' fear expressed by some station 
men. 1 think you'll find problems on 
the agency side as well. How many 
agencies have run into this one? : 

"Your station handles Station X in 
a multi-station market. Because of 
superior avails, coverage, ratings, ad- 
jacencies and other logical considera- 
tions, you place a spot schedule on 
Station X. Moments later, the bovs 
from competing stations, Y and Z. are 
busy convincing themselves (and their 
boss-men) that they didn't have a 
chance since THAT agency must have 
a feelthy reciprocal deal with THAT 
station ! ' 

Questionable ethics, vou say? You 
betcha — and from some agencies, too. 
How many stations are pitched agency 
services on the basis of: "We'll guar- 
antee to place umpty-thousand bucks 
business with you in the coming year 
if you'll let us handle your . . . !" 

Granted, these situations are occa- 
sional, but let's hope that someday we 
can all settle down to business a* 
adults. 

Tomorrow, maybe, huh? 
Michael J. Silver. 
radio-tv director, 

J. T. Howard Advertising Agency, 
Raleigh. N. C. 

•Our entry fur WNCT. GreenWlle. North Carolina, 
won an award (of which we're quite proudt in the 
SPONSOR Trade .\d Competition. 

Search for the clincher 

Imagine being so determined to sub- 
scribe to sponsor, you have to read an 
entire ad . . . and then, when that 
failed, reading through the small print 
of the masthead, just to find out where 
to send the money. 

That's me. I spent a good five min- 
utes ( two anywaj ) reading your page 
ad for subscriptions in the October 5th 
(Please turn to page 32) 
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WNBQ has a greater share of sets- 
in-use — for the average week, from 
sign-on to sign-off, Sunday through 
Saturday— than any other television 
station in Chicago! 
While the shares of the other 
three stations have declined, 
WNBQ has enjoyed a remark- 
able 55% increase in just one month! 
You should be enjoying it, too. 

WNBQ* 5 

NBC IN CHICAGO 



SOLD BY (N 




SPOT SALES 



SPONSOR • 16 NOVEMBER 1957 



29 




STARRING 



DARREN M'GAVIN 

immediately available gnjy to regional and local advertiser: 




FAST AND TOUGH! 

America's fastest selling 

mystery writer comes to television! 



And 50 million avid Mickey Rpillane fans are 
standing by for action! Here's easily the biggest advance 
audience ever tapped by a new television series - 
and it's being offered only to regional and local 
\ \ advertisers. Take vour cue from two-fisted 



Mike Hammer, America's all-time detective idol: 
Move fast . ..be tough . . . get 1058' 's 
great new thriller for your markets today! 



OSPILLANE, r> 



... in Signet editions alone ! One title 

—"I, The Jury" had the largest pre-publication 
S7v print order in publishing history (4,500.000). 

/ J hurry" pre sold in most major markets 

j4 i^Write, wire, phone your MCA TV film representative 



mca tv 

Film Syndication 

598 Madison Avenue 
New York 22, N. Y. (Plaza 9-7500) 

and principal cities everywhere 




Akron, Ohio - WCUE /wiCE - Providence, R. I. 



Notional R«pr«*«nUtive* The John E. Pearson Co. 



49th & MADISON 

{Continued from page 28) 

issue of sponsor. I was sold. I was 
ready. Man, I was eager for that final 
bit of clincher information . . . the 
wJiere. 

But this ad . . . "To those who live 
on air" (could be you meant in the 
air) ... just said, "Order your home 
subscription today." Good thing I'm 
such a clever fellow (I caught on about 
the hidden address in your masthead) 
... or, I still wouldn't know where to 
get in touch with you. 

John I. Leopold, 

copy department, 

Benton & Bowles, New York 

© For anyone with a similar problem, the 
address is 40 E. 49th St., New York 17, N. Y. 
This department will welcome letters from new 
subscribers like John Leopold (who have been 
joining SPONSOR'S ranks by the dozens every day 
since announcement of the new $3 subscription 
rate). We'd like to know how well we live up to 
our own copy.— or how far short we fall. Or per- 
haps you've got something you feel needs saying. 
This is your forum. 

Award creates sales 

Quite a coincidence that your October 
issue should have an article along the 
same lines of the thing that happened 
here in Trenton (on the winners in 
RAB's selection of the top radio com- 
mercials) . 

Here, WTTM announcers asked the 
listening audience what commercials 
they preferred . . . the listeners re- 
sponded, and one of the top commer- 
cials was for our client, Solfo Paint 
Manufacturing Co. The client gained 
quite a few new dealers who called up 
the sales manager saying that they 
had heard the spots and wanted to be- 
come affiliated with an organization 
who could produce such attention- 
compelling announcements. 

David R. Eldridge, 
vice president 
Eldridge, Inc. 
Advertising Agency, 
Trenton, N. J. 

WSBA-TV item in error 

We regret that the information in a 
recent issue of sponsor concerning 
WSBA-TV and Headley-Reed is incor- 
rect. Headley-Reed handles WSBA 
Radio only. WSBA-TV has appointed 
Jack Masla and Company, Inc., 551 
Fifth Avenue, New York City, as its 
new national sales representative, ef- 
fective 1 October 1957. 
Stephen B. Fayer 

promotion dir., WSBA-TV, York, Pa. 
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MOST DYNAMIC SALESMAN 



Sponsors and agencies agree 
that effervescent Dick Lewis 
gets more mileage out of 
a sales message than any TV 
personality in Denver. 

Lewis demonstrates 
with showmanship, sells with 
authority, rings up sales 
next day for dozens of local 
and national accounts. 

For new products that 
want an extra 'dynamic" 
introduction ... or established 
products needing a needle 
for sales — Lewis is 
one personality you should 
include in all Denver 
late evening schedules. 

Try this boy, once! 
Results will prove the rest! 




CBS In DENVER 




TELEVISION 



Channel 



Represented by the KATZ Agency. 
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Know 
Charlotte 
by the 
company 
it keeps 



Postal Receipts,* indicating 
business "velocity," prove 
Charlotte travels with or 
surpasses such "First Fifty" 
citiesf as: New Haven, Phoenix, 
and Springfield. Charlotte's first 
fifty velocity is best harnessed 
by WBT Radio, the station that 
is 711% ahead (NCS #2) of 
its nearest Charlotte competitor 
in total audience. 

tStandard Metropolitan Area Population 

Postal Receipts, *U.S. Post Office Department 1955 

Springfield $3,424,003 • Charlotte 
$4,679,765 - New Haven $4,918,787 • 
Phoenix $4,188,451 

Represented Nationally by CBS Radio Spot Sales 





II 



CHARLOTTE, N. C. 



jEFFEnsoN Standard 
Broadcastimo Company 



^SPONSOR 
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FROM sellers' market mth unit- 
ing list for top night availabilities . . . 

TO greater choice of buys throughout day 
and night, less concentration on firime lime 

FROIVI era when most sought franchise in ihoiie 
time with long-term, 52-week tv contracts . . . 

TO more use of flexible campaigns designed 
to solve specific local marketing problem* 

FROM time when you fought for jew high- 
rated network tv show adjacencies . . . 

TO spreading of money aimed at best 
average cumulative ratings 



SPOT TV'S 
OWN MARKETING 



REVOLUTION 



It's a different medium today, partially because network tv's 
structure lias changed. After a hesitant fall, some admen 
predict: a new leap forward for spot television in 1958 



^^pot tv has continued growing 
through 1957 (see latest TvB figures 
page 48) ; but its growth has been rad- 
ically different from previous years. In 
its own way, the medium has under- 
gone a major marketing revolution. 

1. Its rate of growth, slower than 
in previous years, reflects the maturing 
of the medium. 

2. Budgets in many eases are spread 
more evenly between network affiliates 
and independent stations. 

3. The medium is undergoing a 
transition from total sellers' market 



to what is becoming a buyers' market. 

Not only have its characteristics 
changed, but the jobs assigned to it in 
the future are also likely to differ from 
previous years. In the approaching 
year of harder sell, more and more top 
agency media and marketing men see 
spot television as a basic medium that 
will solve various marketing problems 
in a strongly competitive era. 

"Clients are putting increased stress 
on individual market approaches," says 
Arthur Porter, JWT media v.p. 

His words, echoed on the strategy 



level b\ main other top media execu- 
tives, reflect a confidence in spot tv's 
1958 growth. The forecast by many: 
Spot tv will be used increasingly for 
its adaptability to changing marketing 
needs and conditions. 

These are the major characteristics 
of spot tv bu\ ing this fall as seen 
among a cross-section of spot tv clients 
and agencies l*?avy in the medium : 

• It's far easier to scout out avail- 
abilities in almost every type of time 
period. Even prime evening time has 
loosened up somewhat in major mar- 
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Prime evening time is more obtainable 
now as some clients spread budgets 
into early and late-evening minutes 



kcts a.- well a* smaller ones. 

• liming started much later than 
usual this fall, and new Inning strate- 
gies are still shaping. Reason* for the 
late fall varied, but anion" those most 
frequently mentioned were: (I) hold- 
ing ofT to see liow network programing 
would do; (2) delays in budget ap- 
propriations: (3) uncertainty about 
competitive situations in important 
markets. 

• Emphasis in buying effective 
schedules hus changed to cumulative 
rating points rather than selection of 
a few choice adjacencies. "There are 
still half a dozen network shows I 
can count on to deliver solid ratings." 
one Ted Bates media executive told 
sponsor. "'But on the whole. 1 prefer 
to spread the money around prime 
evening hours and aim for a stable 
average. The network programing 
picture is too fluid for a buver to trv 
latching on to one or two major hits 
for a season." 

• Money is being spread more wide- 
ly through various time periods. The 



10:30 p.m. to midnight period, for 
instance, has become one of the mos>t 
popular buys among such giant leader> 
in setting media patterns as P&G (for 
its mixed adult-appeal products). 

Some of the softening in Class "A A" 
prime evening time may be due to in- 
creased client interest in early evening, 
and late evening. 

• Minute announcements are strong- 
ly favored by the majority of clients 
this fall. As sets-in-use in some of the 
non-network programed time periods 
lia\e risen, main clients and their 
buyers have felt that the lower rates 
during those times more than off-set 
the smaller audience. 

"There used to be a rule of thumb 
that the time for minutes was onlv half 
as good as the time available for 20's," 
comments veteran Compton timebuyer 
Bob Liddel. "But this is no longer 
true. Because of features and also 
good syndicated product, ratings have 
evened up and minutes have become a 
very attractive buy for most clients." 

• The 52-ueek contract in spot tv 



is no longer basic for all big clients. 
Even in instances where the business 
was originally placed on a 52-week 
basis, some clients ha\ e taken advant- 
age of cancellation clause* and began 
an ''in-and-out-' pattern of spot adver- 
tising. 

This, however, has not necessarily 
meant a reduction in the amount of 
money going into spot tv. Rather, 
many clients tend to move in for 
shorter and higher-frequenc\ cam- 
paigns. 

"ln that way we can capitalize on 
top discounts." says a K&E media 
executive. ''Station discounts tend to 
go to the fellow who uses the most in 
the shortest time span." 

There are still many 52-week ad- 
vertisers like Bulova, Brown & Wil- 
liamson. P&G, Clairol. and such other 
long-term clients as Pepsodent (in 
some markets) and Kleenex: but the 
over-all trend is toward shorter buys. 

• The trade between Instant Max- 
uell House and Bristol-Myers is still 
in effect, hut has not yet found any 
imitators. This deal, set up during the 
summer, provides that Bristol-Mvers 
can pick up Instant Maxwell House 
schedules, contracted for by the coffee 
client on a 52-w eek basis, and use them 
for its own six- or eight-week flurries. 



How 1957 spot tv spending breaks down by time of day and type of buy 



TIME OF DAY 



-1ST QUARTER- 
ED 000) 



-2ND QUARTER- 
(ADD 000) 



3RD QUARTER- 
ED 000) 



Day 


$38,074 


32.5% 


840.031 


33.7% 


$26,360 


28.3% 




Night 


68,137 


58.3 


67.197 


56.5 


57,290 


61.5 




Late night 


10,724 


9.2 


11,642 


9.8 


9,444 


10.2 




Total i 


$116,935 


100.0% 


$118,870 


100.0% 


$93,094 


100.0% 




TYPE OF BUY 
















Announcements 


51,460 


44 


53.344 


14.9 


$41,891 


45.0% 




ID's 


13,428 


11.5 


12,297 


10.3 


9,602 


10.3 




Participations 


28,792 


24.6 


30,401 


25.6 


21,371 


23.0 




Programs 


23,255 


19.9 


22.828 


19.2 


20,230 


21.7 




Total 


$116,935 


100.0% 


$118,870 


100.0% 


$93,094 


100.0% 





s ir TVB reports based on N. C. RorabmiRh data, I!*: 
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• I.D.'s Itttie keen dei luting \hu<l\, 
but steadilv in |ii>|ujlaril\, I'ai-I nf tlir 
U'Ji*oii. according to Inner*-, is tlir 
fact tliat 20's even in piimc time are 
easier to eonie by now ami that I.D.'s 
alwavs tended to |>rt**t"iit a copv prob- 
lem. 

Tlir re arc notable exception*, of 
course. Pcpsuilcnt is carrying out an 
I.I), test campaign right now in *everal 
West Coast markets. The toothpaste, 
which feels it established its identity 
ami "I wonder where the \ellow went" 
cop\ theine with spot radio ami other 
media, is now testing saturation spot 
t\. They're using up to 2t)0 I.D.'s a 
week per market, according to station 
i eprescnlativ es. 

• Tlieres much more uheeling and 
dealing, or "comparison shopping." as 
one bus or terms it. "It isn't that reps 
come in with offers of ofT-rate card 
deals." she told sponsor. "It's more 
this pattern : Thev ask how much v on 
can spend in their market and then 
come hack with some package. When 
vuu say, 'Is that the best yon can do?', 
the) Ml generally match or heat what 
their competitors are offering." 

Buyers at major agencies are par- 
ticularly unhappy about this new 
bargaining pattern. It makes it tough 
to compare value bought in one mar- 



ket with value bought in another. 1 1 n • \ 
sav, not In mention the eoii»tanl worry 
as to whether theii competitor swung 
a better ileal. 

"On the working level, the buying 
level, this trend inav develop hosiilitv 
toward the medium," the Inner for a 
major account at one of the top foui 
agencies told si'ONsoli, "It means that 
we have to spend more and unneces- 
sary time bargaining back and foilh 
while setting up a campaign, ^pot has 
alwavs been costly for an agency to 
handle. Any increase in the time it 
takes us jnsi makes it that much les* 
desirable from the agency 's viewpoint. 

• Hut media directors at major 
agencies foresee a substantial increase 
in spot tv spending throughout 105!!. 
\s forecasts of harder business times 
come in. tup media and marketing 
executives both see *leppetl-up client 
interest in spot tv. 

"We're already using more spot tv 
this fall and we expect 11)5*5 to be big," 
sav s J. W alter Thompson media v. p. 
Arthur Porter. "There's far deeper in- 
terest in individual market penetration 
than ever before. More clients see the 
importance of stressing individual 
markets." 

Special price promotions are among 
new reasons cited for increased spot 



SEE WHAT TOP lOO CLIENTS 
SPENT ON SPOT TV IN 
3rd QUARTER, PAGE AS 

tv business dining the course of I95f!. 

• The aierage n erhly jreifuencY 
continues to ri»e, hut estimates of the 
iate of increase v arv . 

"If von Inn a >ulliian, (.mrio or 
l'lti\hnltw 'JO adjacent v, von still don t 
have to bin big frequent v ," s;iv * l!M' s 
(irate I'oi tei field. Inner for Instant 
Maxwell IIoii«e. "Kilting- aie high 
enough so von tlon t need inure fie- 
tpieiiev for the s{iiue impact. 

The majority of havers «ee a pattern 
of higher-freipiency buying. "It'- 
slighllv higher than last year, but twice 
as high as two vears ago.' sav s Cun- 
ningham & Walsh's Jerry >pragne. 
"Pen or more per week is pretty stan- 
dard these ilavs." 

Freipiciicv varies substantially ac- 
cording to the length announcements 
bought. For instance, clients using 
I.D.'s. lend to put great weight behind 
them. "W e used up to 200 I.D.'s with- 
in three weeks for Lionel," says Crev 
Xdvertising's Joan Stark. "With 2o's. 
we'd figure 25 a week was a heavy 
(Please turn to page 60) 



These account types bought more spot tv 



Clients who showed big increase 



I useholtl cleaners 



-luetics, toiletries 
toniotiv e 

Inline, lubricants 
'. beer, wine 



(3RD QUARTER) 1956 

$592,000 
$8,950,000 
$1,827,000 
$3,908,000 
$8,463,000 



(3RD QUARTER) 1957 

$ 1,099,000 
$13,367,000 
$ 2,501,000 
$ 5,070,000 
$10,211,000 



% INCREASE 



85.6% 



62 7o 



36.9% 



29.7% 
20.6% 



4 



Key charts, from TvB's ihird-quarler report, show where spot 
lv had ils biggest gains, in terms of individual client spending, 
and activity in five product calegorie>. Third quarter totals are be- 
low fir^t and second quarters 19j7, but ahead of same period 1936. 





3RD QUARTER 
1956 


3RD QUARTER 
1957 


Texas Co. 




$297,800 


Continental Baking Co. 


$1,387,500 


$2,439,600 


Miles Laboratories 


$1,103,000 


$1,617,000 


\dell Chemical 


$ 269.600 


$1,076,800 


General Mills 


$ 73.300 


$ 249,000 


l>iistol-My ers Co. 


$ 94,600 


$ 941,300 


Ford .Motor Co. 


$ 106,200 


$ 853,100 


Gillette Co. 


$ 356.200 


$ 762,600 
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WHAT THE SPACE AGE MEA 



1. COMMERCIALS: Some admen have already tied in commercials with 
interplanetary themes; a lot more will when U. S. sends up its own Sputnik. 

2. PROGRAMING : Science fiction shows may hecome a hig tv trend next 
season, hut since fantasy has now hecome fact, they should he more adult 



H 



ow much impact will Sputniks I 
and II have on the air media? Will 
there be more science and science-fic- 
tion shows? Will man's conquest of 
space furnish commercial copywriters 
with a whole new set of themes? 

This week SPONSOR sought the an- 
swers. 

Said Rod Erickson, tv/radio vice 
president at Young & Ruhicam, "As a 
program category, science-fiction will 
be a trend next year. Whether it will 
be a successful trend remains to be 
seen. Success will depend on whether 
we can find more adult-type shows." 

As Erickson sums it up : "Until now, 
science-fiction on tv has been slanted 
either at a highly imaginative, intel- 



lectual adult audience (usually male) 
or at children. It had the class appeal 
of fantasy. But now that fantasy has 
hecome fact, science-fiction is a mass 
subject, and will have to be tailored 
for mass appeal." 

Erickson's views are borne out by 
(1) other programing-advertising ex- 
ecutives and by (2) specialists in the 
field of science-fiction, SPONSOR found. 
The editors of the top science-fiction 
magazines and hooks told SPONSOR they 
have already felt Sputnik's influence in 
newsstand and bookstore sales. For 
them, the boom is here and they see no 
season why it should not spread both 
to tv/radio programing and advertis- 
ing. Ad copy right now points to this. 



"However, I don't foresee any real 
stampede among advertisers to sponsor 
S-F tv shows until the U.S. does some- 
thing as tangible as Sputnik," com- 
ments Donald A. Wollheim, editor of 
Ace Books and compiler of about 50 
S-F anthologies. "Right now the Rus- 
sian triumph is a rather embarrassing 
subject, and some clients may hesitate 
building advertising on it." 

A number of advertisers have al- 
ready tied tv commercials to the space 
theme. Some of them appear to have 
anticipated events. By late September, 
Prestone (Wm. Esty Co.) was ready 
with a series of space and Martian 
commercials made in Holland by Joop 
Geesink. and these are now on the air. 



ADULT S-F ATTRACTS 
HIGH LEVEL AUDIENCE 



Astounding Science Fiction, Street & Smith's 

veteran magazine in the field, has just conducted a 
survey of its readership. Some of the results are re- 
vealed for the first time in the chart at right. They 
show a well-educated, high-income, predominantly 
male audience with a median age of 30. However, it 
must be remembered that this audience applies only 
to A S F, a magazine that is neither lurid nor juvenile, 
as are some S-F books. It carries one factual science 
article by some authority each month and its fiction is 
adult. It is edited by M.I.T. physics major John Camp- 
bell ; readers have come to expect no inaccuracies. 





AGE 

Median age 30 years 



17 years old 


6.9% 


18-20 years , 


7.0% 


21-25 years 


16.8% 


26-30 years ... — 


20.1% 


31-35 years - - 


19.2% 


36-40 years 


12.7% 


■11-45 years 


7.2% 


46-49 years 


. 3.6% 


50 years and older .... 


6.5% 



38 



ECONOMIC STATUS 

Median annual income of A S-F 

readers — $6,677* 

$10,000 per year and over 21.8% 

S 15.000 per year and over 7.4% 

*Ctirrent national median avg. $4,700 

CHARACTERISTICS 

Over 50% of readers are technologically 
employed (from aviation to atomics). 

Less than 10% of readership are wom- 
en. A S F is considered a male book. 

74.9% of A S F readers had college. 
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PLANET MARS 

ROCKETPORT 




Commercial: Presume (Win. h«ly Cu. ) is u»inj» tins * pa ft* ntmniiTcial riplit n«>w nn tv 



The U. S. Air Force (via Erwin 
Wasey, Ruthrauff & Ryan) developed 
a space theme for both radio and tv 
commercials hack in June. Story- 
hoards for these tv commercials are 
now completed. They will include 
animation and live-action and tie to 
the slogan — ''The Age of Space is here 
and the future helongs to the airmen." 

Konson Corp. (Norman, Craig & 
Kummpl) went on the air recently with 
a tv commercial showing their new 
Vara-flame lighter against a back- 
ground of radio hceps, rocket ships 
and animated spacemen. 

There are others and there will be 
more taking up space themes in com- 
mercials, though probably not with 
quite the gusto as they would have had 
we been first with Sputnik. The real 
boom in copy tie-ins and programing 
seems destined to come when the U. S. 
gains space supremacy. 

When we do catch up, and space 
themes gain a still higher plateau in 
viewing popularity, here is another bit 
of advice to sponsors and programers 
of such tv fare from Walter McBride, 
advertising manager of Astounding 
Science Fiction: ''Stay away from the 
Ruck Rogers type stuff (death rays, 
grotesque characters, etc.) if you want 
an adult audience. That is strictly ju- 
venile, and adults in the new Space 
Age won't tune in a second time. If 
you want to reach serious minded, 
imaginative, grown-up audiences, then 
use serious-minded themes. Serious 
S-F need not be dull." 

That this advice is sound is indi- 
cated by the success of A S F itself. It 
has prospered for 27 years, today at- 



tracts an audience high in economic 
and educational characteristics (see 
chart). It is neither lurid nor child- 
ish, but achieves excitement along with 
technological accuracy. Each issue car- 
ries one straight science article by a 
noted author. In a survey two years 
ago by Random House Publishers, 
ASF ranked third of all periodical* in 
vocabulary range, next to V. Y. Sun- 
day Times and Tlie New Yorker. 

Meanwhile, what is happening right 
now that indicates the start of a trend 
in science programing and advertising 
tie-ins? 

• NBC TV now has, at the drawing- 
board stage, a factual documentarv 



type of show called Sjxire. Treatment 
may he similar to Wide Wide World, 
onh this will he ''out of this world." 

• CHS TV introduces on 1 Decem- 
ber, Conquest, sponsored by Monsanto 
Chemical (Gardner Advertising) and 
\sill include in its premiere an inter- 
view with three leading V. S. scien- 
tists on the implications of Sputnik. 

• jNBC TV shortly will air a Satur- 
day morning juvenile cartoon series 
titled Ruff & Reculy by Fred Hanna 
and Joe Barhera (creators of Tom & 
Jerry cartoons) and produced by 
Screen Gems. The first 13 in the se- 
ries are on the adventures in space of 

{Article continues next page) 



Programing: Ziv reports big new interest in Science Fiction Theatre since Sputnik 
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There'll be more shows like these . . . How many, nobody knows 




Some admen feel Sputnik may change science 
fiction from a class subject to a mass subject 



a clog named Ready and a cat named 
Huff. Huff, the cat. whirling about in 
a flying saucer, may at least give us the 
satisfaction of getting up a "Catnik." 

• Ziv reports many inquiries from 
prospective sponsors about its Science 
Fiction Theatre since the Sputnik 
launching. Stations now programing 
it have been quick to capitalize on its 
timeliness. WRCV-TV, Philadelphia, 
made the week of 28 October a "spe- 
cial Sputnik Week." WOK-TV. Mew 
York, which has been stock-piling both 
S-F strips and feature films, recently 
ran a special campaign. At present, 
Science Fiction Theatre is in about 
160 markets. It was launched in 1955 
with Emerson Drug buying a multi- 
market spread. Today, its sponsors 
include Sealy Mattress, American 
Safety Razor, Standard Oil of Califor- 
nia. Olympia Brewing. Conoco and 
others. Among the rating successes it 
has scored are these from May ARB: 
Kl Paso, 34.6; Cleveland, 20.9: Jack- 
somille, 41.2: Miami, 30.9; New Or- 
leans, 39.0; Portland. Ore., 40.0; Okla- 
homa City, 28.6. SFT also is an in- 
ternational favorite, being telecast in 
Australia, Japan, England, \V. Ger- 
man) and many Latin American coun- 
tries. 

• Associated Artists Productions is 
revitalizing Johnny Jupiter to meet the 
<pace theme revival. This show, com- 



bining satire, situation comedy, pup- 
petry and S-F appeal, has been widely 
used by M & M Candies in about 85 
markets. At the same time, AAP has 
dusted off its Cold Mine Library of 
feature films on S-F themes — Red 
Planet Mars, The Man from Planet X 
and Devil Girl from Mars. 

• Official Films reports a sales spurt 
for its Rocky Jones, Space Ranger. 
Since Sputnik went up, sales have been 
added in the following markets: Mil- 
waukee; Fort Smith. Arkansas; Grand 
Rapids; Lubbock, Texas; Sacramento; 
Colorado Springs (hq. of Strategic Air 
Command), and Las Vegas (site of 
U. S. atom bomb test range). Rocky 
Jones, a pioneer in tv S-F. dating back- 
to 1952, is now in about 138 markets. 

• Guild Films has stepped up its 
sales drive on Flash Cordon (now in 
about 84 markets) and Junior Science 
(in 54 markets). The former, based 
on the interplanetary adventures of 
that now famous comic strip spaceman, 
has been attracting such sponsors as 
Best Foods, Hires Root Beer, Coca- 
Cola, Dr. Pepper. The latter, narrated 
by the former science editor of Time 
and Science Illustrated and a pioneer 
in the field of atomic research, is an 
educational series on all kinds of sci- 
ence made highly palatable by demon- 
?tration of ''magic ' tricks based on 
scientific principles. Both of these 



shows were acquired about a year and 
a half ago by Guild from Mattv Fox. 
At the same time, Guild is now renew- 
ing sales efforts for Here Comes Tobor, 
a program based on a mechanical man 
with extrasensory perception. The pi- 
lot was produced early in 195G at a 
cost said to be $50,000. Now Guild 
hopes to get the robot clicking, since 
it has worked out a 39-episode budget 
within the range of national sponsor- 
ship. 

• Hollywood Tv Service has avail- 
able 12 half-hour strips titled Com- 
mander Cody about a mad tyrant who 
tries to dominate the universe from 
other planets. 

• Flamingo Films now has Top Se- 
cret, a quarter-hour. 26-episode S-F ad- 
venture strip in about 30 markets. 

• Cambridge Productions. Miami, 
has now completed two of a planned 
26 half-hour shows on interplanetary 
adventure titled To The Stars. 

Radio, whose one-time Buck Rogers 
serial might be said to have started 
the whole air media S-F trend, is no 
longer space-minded. About all left 
there now is NBC's popular A' Minus 
One which has been on the full net- 
work almost continually since April 
1955. It is produced by William 
Welsh, has a high adult appeal and 
attracts such participating sponsors as 
Grove Laboratories. 

W hat other barometers will clients 
turn to before they set off in outer 
space sponsorships? Certainly a ma- 
jor indicator of a new entertainment 
trend is Hollywood. Here is what ma- 
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jor ftudios arc lining : 

• Since Sputnik, Vt artier Hrm, has 
i ("•issued Satellite in The Shy, and 
Paramount it- Comjuest of Sfmee. 
M(/M will mi doiilit follow Miil with 
1956 film. Forbidden I'lanet. In Cleve- 
land, Allied Avliftj. i- tc>tin<z a S-F 
double feature its new World II illt- 
out End and I lie re-issue of the Mono- 
gram oldie. Flight to Mars. \t the 
same time, M(»M i- rcadv lo release 
its new sequel to Forbidden Planet 
The Inrisihle Hoy. 

How did S-F pictures fare at 
Iiox ollices hefore the Age of Space he- 
came realitv ? Here are Variety's esti- 
mated grosses for se\eral .Mich pictures, 
in 19.%: Warner Bros.' Toward The 
I'nhnoicn, $2.2 million: .Ml.VI's For- 
bidden I'lanet. $1.6 million: I uiver- 
-al's Earth I s. Saucers. SI. 23 million: 
20th'*. On The Threshold of Space. 
II. I.i million. Science fiction has been 
a consistent immc\ -maker for 1 1 < >1 1 \ - 
wood since thev are often fairly Iow- 
budget pictures. 

Sales of science fiction books and 
magazines will also be important 
trends for the prospective air media 
sponsor to watch. S-F literature had 
a boom after the atom bomb which 
reached its peak in the earlj 1950s. 
This boom collapsed about two \ears 
ago: mail) of the new magazines that 
saturated the market faded out. But 
the atom bomb was quite a different 
thing from the actual conquest of 
space. S-F editors now look for a 
sustained, and higher plateau for inter- 
planetary literature. Ace Books, for 
example, has been publishing six pa- 
perbacks a mouth — a W estern, a mys- 
tery, three comprising modern novels 
and how-to"?, and one S-F. Since 
Sputnik, sponsor learned, S-F has out- 
stripped all the others in sales. 

In tv itself, the sponsor might take 
a look at some ratings scored by S-F 
feature films, of which not too main 
have vet been aired. Here, for exam- 
ple, is bow three post-war Lippert 
•TelePictures) films fared on WCBS- 
T\ . New York : 

• Lost Continent, aired 5 December 
1953, received an ABB of 17, a rating 
that stood as a WCBS-TV all-time Sat- 
urday night high in the late time slot 
until April 1956. 

• Rochetship A.I/, telecast in the 
elean-up spot on a Friday night in 
\ugust 1953. received an ARB 13.8. 

• Monster from The Ocean Floor 
had a 9.8 ARB rating in the same late 
night slot on 2 May 1956. ^ 



NIGHT VIE WING UP OVER 1956 

T\ rrilics uotw itit-taiiditig. nighttime viewing dining the f i r-t 
wi-ck of October i^ up over la-t \<\iv. according to Mil! figure-, 
lhi- rise in viewing look phue during cveiv evening hour from 
():()() through midnight I -re the "I olid I column). Of the 
10 daytime hours mea-ured six wrie up and fmir were down 
during the week. The \|{|i data in the rharl I clow al-o show- 
hourly viewing figure- 1>\ time /one on a local time ba-i-. 
Mountain time figure- are not -howu -epaialelv. 
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SPOT RADIO'S PIONEER DAYS 



First session of RTES Tiiuebuying and Selling Seminar tells how spot started. 
1929 was the year, electrical transcriptions were the keys. Then airtime 
selling had to grow from a disorganized, four-sided effort to today's system 



a 111111111111'^ 




Saw Digges, committee chairman 



Seminar Committee 

1 Sam Cook Digges, chairman, 
WCBS-TV 

1 Mary L. McKenna, honorary chair- 
man, WNEW 

1 Peter M. Bardach, Foote, Cone & 
Belding 

| George E. Blechta, A. C. Nielsen Co. 
| Clifford Botway, Dancer-Fitzgerald- | 

Sample, Inc. 
I Vera Brennan, SSCB 

I Thomas Buchanan, Everett-McKinney, | 
Inc. 

| Roger Bumstead, MacManus, John 

and Adams, Inc. 
1 Robert Collins. The Pulse, Inc. 
| Gordon Gray, WOR-TV 
| Jack L. Gross, ARB 
| George Polk, BBDO 
§ Philip Richtscheidt, George P. IIol- 

lingbery Co. 

I Albert B. Shepard, Select Station Rep- 
resentatives 

| Frank Silvernail, BBDO 
I Austen G. Smithers. John Blair & Co. | 
| Irwin Spiegel, WMGM 
1 Peggy Stone, Radio-Tv Representa- 
tives, Inc. 

i > I r ill ii r\n illlllllllllli • MK7 



TThis week Xew York City's Radio 
and Television Executives Society 
launched the fourth in its series of 
Timcbu) ing and Selling Seminars. The 
kickoff talk : a sum-up of spot's his- 
torv designed to provide perspective 
on the industry's buying and selling 
p radices. 

On the page at right you 11 find a 
complete list of topics to be covered at 
future seminars. It's offered with the 
suggestion you clip and save it for 
ready reference. The box (left) gives 
the names of those who worked to 
build this year's program. 

Kick-off speaker was Lewis H. 
Avery, president of Avery-Knodel. 
Here in condensed form are his high- 
lights of spot's history: 

• The 1926 birth of electrical re- 
cording was the birth of spot adver- 
tising. The first e.t. of a 15-minute 
program was not made until 1929. 
"Then and only then did advertisers 
begin to explore the possibile use of 
radio advertising on a spot basis. ' 
(In 1930 75 commercially sponsored 
e.t. programs were broadcast.) 

• Earlv-dav selling of airtime: 
''Sales executives of stations had to 
canvass the prospects in a remote city 
without knowing in advance who were 
prospects and who were not. Also, 
advertising agencies or an advertiser 
interested in using spot in a distant 
city had to board a train for that mar- 
ket, interview the station execs indi- 
vidually and place his advertising on 
a personal basis." 

• National Radio Advertising was 
organized as a forerunner to rep or- 
ganizations, but "with few exceptions, 
NRA did business with two or more 



radio stations in each market. That 
station got the program whose mana- 
ger made the most convincing presen- 
tation to the NRA." 

• The reps emerge: In early 1932, 
two organizations to serve as exclusive 
representatives of non-competing sta- 
tions announced formation. The pio- 
neers were: Free & Sleininger, later 
Free & Peters and now Peters, Griffin 
& Woodward; and Edward Petry & Co. 

• In 1932-34 there were primarily 
four elements soliciting radio spot ad- 
vertising for individual stations or 
groups of stations: (a) time brokers; 
(b) e.t. producers; (c) so-called "spot 
specialists"; (d) special station reps. 
"It was not uncommon for the e.t. pro- 
ducer to claim a commission from both 
the advertising agency and the station. 
Rarely claiming more than 15% from 
the agency, it was not uncommon for 
the e.t. producers to obtain a 20-50% 
commission from the radio station in- 
volved." 

• "Order finally emerged from the 
chaos through the enterprising sales 
efforts of the pioneers and their suc- 
cessors in the field of radio station 
representation." 

• The growth of spot radio adver- 
tising: 1935 — S 14,900.000: 1956 — 
8158,900,000. "1935, so far as I 
know, is the first year for which re- 
liable figures are available." 

• This steady, though sometimes 
hectic growth of spot radio advertising 
laid the groundwork for: "the rapid 
development of tv advertising. Spot 
buying already was in successful op- 
eration when tv came on the scene — 
radio had absorbed the labor pains for 
all spot broadcast advertising." ^ 



42 



SPONSOR • 16 NOVEMBER 1957 



SCHEDULE OF TIME BUYING & SELLING SEMINARS (clip & save) 

Lunch meetings are held Tuesdays starting 12:15 at the Shcllon Hotel, I .c\ingtoii Ave. it -\'Ji\i St. Semi»<«r<i tjit 1 p.m., do c at 2 p.m. 



12 November 1957 

HISTORY Ol' SPOT K VDIO » TV 

Speaker : I^'wis II. Awrj, [tresident, AveryKnmlel, Inc. 
l'hr evolution of lime sales with special emphasis on the 
r<-lu l ion eli i p between -cller ami buyer an historical review. 
Session Director, S;i m Cook l)igge», 
general manager, H ( IIS-Tl', A etv Yurie 



19 November 1957i 



RATINGS 

Speaker: W"ard Dorrcll, lire president, John Iltair S: Co. 

V re\iew of survey techuitmes their significance unci 
limitation--. 

Session Dircetor, George I - !. HIrclitn, 
vice president, A. C. Nielsen Co. 



• 26 November 1957" 



Helpful hints on buying 

Speaker: Boln-rt A. Wnlfhottt, assoc. media dir., D F-S, Inc. 

Buying from A to '/.. The necessary step* in getting 
schedule* on the air plus the necessary follow-through. 
Session Director, Jack I.. Gross, 
Mgr. X. Y. Office, American Research Bureau 

■ 3 December 1957 whhhhhhh 



COVERAGE 

Speaker: William It. Ixxlpr, v. p. station relations and 
engineering, CHS Tl 

Engineering approach, in layman's language. Factors in 
good co\erage and iho-e that pose problems. Factors used 
b\ network-, in determining network rates of affiliates. 
Session Director, Sum Cook Digges, 
general manager, fTCBS-TV, New York 

HO December 19S7^mm^^hh[^h 



to he announced 



Session Director, Thomas Buchanan, account executive, 
Ererett-McKinney, Inc. 



H7 December 1957i 



WHY CLIENTS SEEM PECULIAR 

Speaker: Brown Bolus executive vice president, 
Benton S: Bowles, Inc. 
Client relationships, sale* problems, distribution problems, 
etc. — all the things that have a bearing on the advertising 
campaign. 

Session Director, A listen G. Sniithcrs, account executive, 
John Blair & Co. 



• 7 January 1958« 



INTANGIBLES OF BUYING TELEVISION 
AND RADIO 

Speaker: (To be announced) 
Buying futures. Off-beat buys. Imagination in buying. 
Session Director. Jack I.. Gro-». mgr. A'. Y. Office, 
American Research Bureau 



14 January 1958" 



THE GENERAL I OODS- 
BRISTOL-MYERS BUY 

Speaker: l)aM°d I*. Crane, rice president in charge of media, 
Benton & Bouies, Inc. 
Detail^ of the move this summer by Benton & Bowles 
thereby certain weeks of the General Foods (Maxwell 
House) schedule were taken over by Bristol-Myers. Attitude* 
of stations, other agencies, other accounts. Evaluation. 
Session Director. N ora Breniian. timebuyer, SSCB 



21 January 1958 

•B VRTER BUYS" 

Speakers- MlMtllew M. Fox, president, (' A ( 7 rlriwion 
I or p. and rrnuk M. I leinlle* , president, II R Representatii ri, 
ln<., ptewtlt nt, station Represt Main e\ twutiulwn 
The lliei li»ni> s iif lie "ll.irlei lln\." Ilnw toll' •')' "fl I i» II 

in terms of ,ii i r- |>tu n< e b\ »tuli<m~ .' How well due ii work 
fni the iifls < rl i-i-i .* I lie future of th<- "Baiter l!u>" <u 
debate) . 

Session Una tor, Ht»ger Bui>i«lea<l 



1 28 January 1958< 



LEVER BROS. LOOKS AT BRO VDC VSTINC 

Speaker: *»ain Tlinrni, media direi tor, I. iter Urns. 

'I he type of hro.idi usting buys made . . . u-e of rating 
service-, . . . media evaluation, etc. 

Session Direi tor, Mhi-rt It. "sbepard. a< • uUnt c\crulnc l 
Seli-it Station Reprcfi-ntutii es 



■""■"i™i^™""4 February 19581 

VVII V I S WITH R VDIO? 

Speaker: <To be announced I 
Emergence of liiglutiuie. Program structures, New 
fif-home" listening, etc. 

Session Director. Pcggv Mone, president, 
Radio Tl Representatiies, Inc. 

i i I i — 1 1 February 19581 



•Out- 



WHAT'S WITH TELEVISION? 

Speaker: Don Diirgin, vice president oj tv sales planning, 

MIC Tl 

Da) time television. New programing trend*. Network and 
spot, etc. 

Session Director, George K. Itleelita. lice president, 
i. C. Melsen (.<>. 



H8 February 1958i 



COM M ERCIAL EDITI NG 

Speaker: Herbert A. Carlborg, director oj editing, CBS Tl' 
Although the buyer or seller of lime is not generally con- 
cerned with content, he i~ likely to be involved when a com- 
mercial is unacceptable. Procedures of editing. 

Session Director, Sam Conk Diggcs. general manager. 
IfCBSTV, \eu 1 ork 

^mm^^b^^m^^^^m25 February 1958i 



ONE SHOTS — SATURATION 
FLIGHTS — CONSISTENT SCHEDULES 

Speaker: Bolx-rl I.. Foreman, v.p. in charge oj radio and tv 
Batten, Barton. Durstine <£• Osborn, Inc. 

Vn evaluation of three different advertising expenditure-. 
Ca>e histories. 

Session Director, BoImtI Collin*, director oj client relations, 
Pulse. Inc. 



i4 March 19581 



HOW TO GET AHEAD BY TRYING 

Speaker: William I*. Dollard. media buyer, 
) oung it Rahicam, Inc. 
Relationships within the agency, with client, and with 
seller. Personal and personnel aspects of the bnsinci-s. 
Session Directors, Clifford Botwav, associate media director, 
Danrer-FitzgeraldSample, Inc. 

mh^hi^^mmm^^hhmm 1 1 March 19581 



THE MIKE WALLACE INTERVIEW 

Speakers: Mike Wallace, moderator: George Polk, in 
charge oi programing and planning. IIBDO ; Edward IVlry, 
pres.. Edn . Retry X Co^ Inc.; Janio W\ Seiler. dir., 
American Res. Bur. 
Panel on -trength and weakness of three pha-es of the 
business i done Mike Wallace style 

Session Director, Sam Cook Diggcs. general manaeer, 
JTCRSTl, Xeu York 
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BPA SURVEY: MERCHANDISING DEMANDS O 



Tv radio promotion 
managers report liigli rale 
of jjain in ajjenev, elienl 
requests for assistance 
in mereliamlisiii";. Hut 
they're more realistic! 




Planning duo for convention included 
Ellen Johaiisrii, Westinglmu-e, sec.-treas. 
of 151* \; Bruce W allace, promotion 
director at WT.MJ A.M-TV , Milwaukee 



^%d\crtisers aiirl agencies are mak- 
ing far more demands on tv and radio 
Nations for merchandising assistance 
than the} did last jear: meanwhile 
station management seems to he aware 
of the need for intensified promotion. 

These are two of the main conclu- 
sions of a survey conducted by spon- 
sor at the second annual convention 
of the Broadcasters Promotion Assn. 
in Chicago 1 and 2 November (see 
SPONSOR 9 \o\ ember I . Some of the 
other conclusions given by the promo- 
tion managers queried: One of their 
biggest problems is having too many 
odd jobs lumped under the beading of 
promotion. Another: too much to do. 
too little assistance or budget. 

More than half (30) of the people 
answering this question said they were 
adequate!) paid; 22 said they didn't 
earn enough. Biggest omission was in 
not having enough assistance in the 



-hop. Eight said the\ had enough. 48 
<aid the\ didn't. 

Full details of the sponsor surve\ 
are in the charts on the page at right. 

Promotion men and women — and 
there are more women being hired a? 
promotion executives — see the three 
major clement- required for doing 
their johs well as imagination, follow- 
through and brains. (That's the order 
of importance in which they ranked ! ) 

Thus as business competition and 
therefore advertising competition in- 
tensifies, there s a new picture emerg- 
ing of the station promotion executive. 
He or she has more savvy in advertising 
as Mell as station promotion and mer- 
chandising, more adept in making ad- 
ministrative and stafT decisions, more 
persevering in following through on 
specifics of a broad promotional ob- 
jective. The\ re fast-paced, too. 




President of BP\ during it- first 
launching year \va- David E. Part- 
ridge, ad\eiti-ing and -ale* promotion 
manager of W Vstinghonse Broadcasting 



1 1 



Kick-off plans f° r '^8 were subject of this four-way conversation among (from 1.) Howard 
W'. Meagle, WW A \. Wheeling, W . Ya.: Charles A. W'il-on, WCN, Chicago; Montez Tjaden. 
KAVT\ , Oklahoma City; Sam Elher. \\ ERE, Cleveland. Several station manager- attended meet 

New directors of BPA include U. to r..) Robert Moran. mgr. and promotion mgr.. WBEL. 
Beloit. Wis.: Kenneth McCIure, W MBR-TY, Jack-on\ille; Ed Morri-ey. KI.MA and KI.MA-TV, 
Yakima. Wash.: .fame- Kis-. W PEN, Philadelphia; John llurlbut, WFBMAM-TY, Indianapolis 




E INCREASE 



Some .H50 station, agenc\. represent- 
ative and allied companx men and 
women attended 151' \*. two-da\ con- 
vention. \hno-t 200 of those were 
promotion director*, at stations who 
went to compare note- olT the record 
and to hearken to those put on the re- 
cord In their colleague-. 

One perennial hone heing gna-hed: 
merchandising and how mneh a sta- 
tion should give a client for free. More 
than nine in 10 promotion manager- 
reported agcneie* are a-king for more 
morchandifriiig, and ahout seven in 10 
said these reipic-ts are more "realis- 
tic" than in the past. Most of them 
want to have the ageue\ and advertiser 
people deal with the promotion mana- 
ger as an individual, tailoring tpierio 
to the nature and -i/e of the station. 
x ud thev want the plan- to he prac- 
tical rather than of a general na- 
ture. Thev want specifies. ^ 



BPA members speak 
off the record on 
some basic issues 

CLIENTS 



A. Arc you Retting more or Wu »v rr 
f/nrst* l»r men hamliMng assistant c thi\ 
\ ear ? 



More 
Fen er 
Nime 



36 
0 
0 



Radio 

Mure 42 

Few IT 0 

Same 4 



B. Are ngevty rei/ncsts mure or /fu 
realistic than lti\t year? 

Tv Radio 

More 26 More 24 

I.e.- 6 1..— 5 

same 4 Sj[[[ H . 4 



C. II hat's the most important single 
improvement agencies can mahe in their 
dealings with you? 

30 Deal with me a- an indi- 
vidual, tailoring any rc- 
(ju*"»l. to the nature of the 
operation and the si/e of 
the air schedule 

24 Provide ii- with practical 
plans for promotion and/ 
or merehandkiinjj rather 
than with generalities 



J, MANAGEMENT 



A. i\ \lntion matmg'inctit mir or 
lew ttuuti- ol the nerd lor • Hf Ilie 
promotion this war - ' 



M. 



Radio 

42 Mor<- 52 

0 l.i— 0 

2 "Mim 0 



B. ff hut's ■sour fnttUf\t i>r»lih n uith 
mnnngemen' J 

30 'I <«> nun li lo d<>, too lit- 
ll<- ;i--i-tdin i- or uidgel 

28 I o.i uiauv mill jidi- 
' n t • i j « -• 1 undi-r ln-.idirm 
• if jiinmotioii 

0 I lu-> 're nul pro/ u t ii n- 
uiindrd i iiiiii"Ii 



C. In general, are radio anil t pro- 
motion people . . . 

\decptalely paid 30 t (ldi-rp.ml 22 

Well paid 0 
(liven adeipiate a— i-tancc 8 
Not i-nmigh 48 Plenty of h. lp 0 




New President a- HP \ move- into it* 

second year is Ell Henry, director of 
advertising and promotion for VfSC's Cen- 
tral Div.. who wa- convention chairman 



PROMOTION COLLEAGUES 



A. Are today's broadcast promotion executives better trained or 
worse trained than those oj the pre-trlevision era? 



Better trained 



46 



\\ or-e trained 



8 



B. In what areas arc broadcast promotion people least uell 
grounded ? 

14 In knowledge of how to luiild a systematic, con-i-t- 
ent promotion and or adverti-ing campaign 

8 In creative -kill- and art judgment (writing, ron- 
tent and layout) 

14 In administrative and e\eenti\e -kill- 

22 In knowledge of the fact- a client or agenev wants 
most in adver!i-iug pre-entation- 

22 In marketing li«u kground 

2 In halMioo and exploitation 



C. How liould \ou rate the promotion people oi our heW cr<uis 
those in the newspaper field? 

On par 16 >harper 38 l.<— diarp 6 Much less- -harp 2 
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SHOULD A $70,000 
SPENDER PUT IT 
ALL IN TELEVISION ? 



Amseo's sponge cloth didn't sell, in fact three supermarket 



chains threw it out. So the 89-vear-old firm gave tv its 



entire budget. Now: (1) sales are up 425%, (2) distributors 



are offering the glad hand instead of the cold shoulder 




"W„.„ can tv do for me, a little 

guy?'' 

Many ask. then answer: "Nothing — 
tv's out of my reach!" But witness the 
advertising dollar stretch tv gave the 
American Sponge and Chamois Co., a 
99-employce firm which has just com- 
pleted a year's tv participation in the 
New York market. The campaign, first 
full-fledged consumer advertising ven- 
ture for the 89-year-old company, has 
done these jobs for Amsco: 

• Reintroduced a product in the 
tough New York arena: 

• Increased sales by 425^t for the 
first half of 1957 as compared with the 
same period in 195C; 

• Tallied 951 distribution today 
where its product former! v got the 
hcave-ho from store managers; 

• Created a consumer demand that 
can be met only by moving to larger 
quarters to effect increased production. 

The product: A cellulose sponge 



cloth for cleaning anything from 
dishes to automobiles. Imported from 
Sweden, the cloth is cut and packaged 
by r Amsco. It is sold to the consumer 
in a wafer-thin rectangle measuring 
about 7" x 3". 

Amsco and its agency, Curtis Adver- 
tising, faced three major roadblocks 
when advertising plans were under dis- 
cussion in early 195C: (1) A minimal 
advertising budget (only r about $70,- 
000 has been spent in tv) ; (2) the 
sponge cloth had been on the New 
York market since 1953 with poor re- 
sponse, causing a wariness among 
store managers; three large chains re- 
moved the product from their shelves: 
(3) the product lacked eye-appeal. 

In view of the last two factors it's 
logical to ask why Amsco-Curtis exec- 
utives elected to give the sponge cloth 
the big advertising push. They point 
to the cloth's sales records in Sweden 
as reason. In 1950 over 900,000 
cloths were sold to Sweden's seven 



million inhabitants; in 1954 this fig- 
ure climbed to four million cloths 
sold to about seven-and-a-quarter mil- 
lion. Better than one cloth for every 
two people! 

Amseo's selection of New York as 
an introductory market for the U. S. 
was based on the following factors, 
according to Jim Schatz, Amsco ad- 
vertising manager. 

The company's New York headquar- 
ters made close supervision of adver- 
tising operations possible. 

A market potential of 14 million 
people within a 50-60 mile radius of 
the city. 

High per capita income and stable 
employment in the area. 

Amsco's broker. Adelman-Gavel, had 
top contacts with area chain buyers. 

And, "if we could sell in the New 
York market we knew we could sell 
any w here,'' says Schatz. 

''All media were considered care- 
fully for this consumer campaign," 
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Moving display pi«*cu hrlpi sell \nnco sponge 
rloth- iii food, variety and <J>- pa rt iii'-n I ► torr*. 
I liiinlnMirk i- di-rnwd l)y (1. to r.) a(!itn)- 
man Larry < urli-, a<«>H>lant Hill l.rin-n and 
\ini'iiran s ponyr & ( iiiamoi-.' adman Jim S-liat/ 




says agency man Lurry Curtis, '"but we 
decided on tv exclusively because the 
product needs demonstration for ef- 
fective selling, and tv offered satura- 
tion impact." 

"We decided to use spot on only one 
station," Curtis continues, "because of 
budget limitations. We felt our best 
success would lie in a saturation-type 
campaign over one important outlet, 
rather than in spreading ourselves 
thin." Curtis estimates the spot cam- 
paign has averaged 68c-per- 1.000. He 
figures the Anisco message has reached 
about two-and-a-half million tv homes 
per week, with 1.7 viewers ">er home. 

Tin* campaign : Anisco uses minutes, 
20's and 10's in both daytime and 
night tv at an average frequency of 
12 a week. The spots are split about 
50 r r film and the remainder live par- 
ticipations on WRCA-TV's housewife 
shows during the day. 

First phase of the campaign started 



in September 1956 with a M-plan- 
14 spots per week in da) time and late 
evening hours. This plan was selected 
hecau>e of the 50' '< discount benefits 
it offered Anisco. Adjacencies were 
secured for Hich shows as Matinee 
Theater. Tennessee Ernie Ford and 
Queen for a Day. 

Identity of the product with well- 
known WRCA-TY personalities wa~ 
accomplished via live participations on 
shows featuring Josie McCarthy. Rich- 
ard Willis. Herb Sheldon and Tex and 
Jinx. 

"We got top effect ivene:-s out of 
these participations by giving the per- 
formers free reign with our product," 
sa\s Curtis. "We encouraged them to 
invent uses for the sponge cloth. u?e 
their own selling idea;-/ 

Examples of the outcome: Richard 
Willis talked to the housewi\es about 
cutting up the cloth and using it for 
cosmetic application, or for bathing 
(I'lease turn to page 80) 



Personalities m>1«1 f°r Anisco. 
Above. \\K< \T\\ June M« Carthy 
with two buyers at the recent >uper- 
market >iindrrt'« Show held in New- 
York's Coliseum. Below, Jin\ Falken- 
berp air's pitch for the sponpe rloth 
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SPOT TV 3rd QUARTER SHOWS 13% GAIN 



Tin- medium is growing, but at slower 
rale than years past, TvI5 report confirms. 
Nine-month total is $39 million ahead 



^Jpot t\ hillings continue to grow hut at a slower rate as 
the medium matures. And during the third quarter, new tv 
buying patterns hegan to emerge (see "Spot tv's own mar- 
keting revolution/' page 35 1, Total hillings for 325 sta- 
tions reported are estimated at over $93 million (based on 
\. C. Korahaugli compilations). While Jirowtli is slower 
than in tv's infant), the first nine months of 1957 are $39 
million ahead of the eomparal le period in 1956. TvB fig- 
ures are based on complete 13 weeks, not sample week. ^ 





Product category 


Spending estimate 
3rd quarter '56 


Spending estimate 
4th quarter '56 


Spending estimate 
1st quarter '57 


Spending estimate 
2nd quarter '57 


Spending estimate 
3rd quarter '57 






\grieulture 


$278,000 


$310.0)0 


$110,000 


$312,000 


$241 000 






Ale, beer & wine 


$8,163,000 


$8, 142.000 


S8.514.0C0 


$10,086,000 


$10 21 1.008 






\mu semen ts. entertainment 


$171,000 


$90,000 


$119,000 


$339,000 


$136,000 




- 


Automotive 


$1,827,000 


$4,219,000 


$2,293 000 


$1,926,000- 


$2,501,000 




= 


Building material, fixtures, paints 


$791,000 


$651,000 


$150,000 


$1,207,000 


$620,000 






Clothing & accessories 


$1,861,000 


$2,813,000 


$2,170,000 


$3,421,000 


$2,034,000 






Confections & soft drinks 


$1,620,000 


$6,961,000 


S7.234.0CO 


$7,553,000 


$5,496,000 


1 


- 


Consumer -ervices 


$2,491,000 


$3,973,000 


$3,177,000 


$3,328,000 


$2,902,000 






Cosmetics & toiletries 


$8,950,000 


$8,307,000 


$10,660,000 


S12,644.000 


$13,367,000 




f 


Dental products 


$2,742,000 


$1,765,000 


$1,536,000 


SI, 806,000 


$1,813,000 


_ 




Drug products 


$5,295,000 


$9,537,000 


$12,981,000 


S8.047.000 


$5,943,000 






Food & grocerv products 


$21,775,000 


$28,998,000 


$32,860,000 


$32,036,000 


$21,973,000 


— 




Garden supplies & equipment 


$38,000 


$54,000 


$190,000 


$285,000 


$65,000 






Gasoline & lubricants 


$3,908,000 


$4,793,000 


$5,122,000 


$6,113,000 


$5,070,000 






Hotels, resorts, restaurants 


$73,000 


$70,000 


$87,000 


$87,000 


$110,000 




Hi 


Household cleaners, polishes, waxes 


$592,000 


$2,391,000 


$2,808,000 


$3,051,000 


$1,099,000 


s 


B 


Household appliances 


$1,416,000 


$2,354,000 


$1,172,000 


$1,881,000 


$914,000 




m 

= 




$898,000 


$1,182,000 


$1,380,000 


SI. 162,000 


$714,000 


5 




Household laiinnrv nrodncf^ 


$3,284,000 


$3,013,000 


$3,732,000 


$5,608,000 


$5,321,000 






Household paper products 


$1,016,000 


$1,703,000 


S1.618.C00 


SI. 85 8,000 


$697,000 






Household general 


$511,000 


$497,000 


$592,000 


$839,000 


$559,000 






Notions 


$162,000 


$116,000 


$30,000 


$97,000 


$73,000 






Pet products 


$819,000 


$1,649,000 


$1,679,000 


$1,300,000 


T918,000 






Publications 


$484,000 


$135,000 


$553,000 


$119,000 


$254,000 






Sporting goods, bicycles, toys 


$79,000 


$1,161,000 


$115,000 


$113,000 


$110,000 






Stationer\. office equipment 


$23,000 


$89,000 


$131,000 


$178,000 


$48,000 






Tv. radio, phono., musical inst's 


$348,000 


$832,000 


$423,000 


$328,000 


$211,000 






Tobacco products & supplies 


$7,823,000 


$8,115,000 


$10,331,000 


$3,694,000 


$6,636,000 






Transportation & travel 


$512,000 


$76 1.000 


$881,000 


S806.000 


$486,000 






Watches, jewelry, cameras 


$1,637,000 


$1,613,000 


$1,249,000 


$1,510,000 


$1,438,000 






Miscellaneous 


$881,000 


$1,218,000 


$1,835,000 


$1,776,000 


$1,114 < 000 _ 






TOTAL 


$83,863,000 


$107,842,000 


$116,935,000 


$118,870,000 


$93,094,000 
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Top lOO spot tv advertisers for the third quarter of 1957 



RANK ADVERTISER 


I%1 Quarter 
1957 


2nd Quarter 
1957 


3rd Quarter 
1957 


RANK ADVERTISER 


t»l QuJrler 
1957 


2nd Quarter 
1957 


3rd Qujrlir 
1957 


1. Procter & (lamhle 


S."5,72ft,Ht)H 


$«f»,ri IK.'XHI 


$7,306,600 


51. 


MaiuM 1-. Kin In. 


* 602.6IMI 


^ {•)!>, HXl 


S 382,000 


•i i>— I* w ■ 1 1 ■ 

2. l5row n \ \\ ilhani-oii 


.'{/).{.{.()()() 


.!.322,30O 


2,982,500 


52. 


\\ p»> iim Oil ^iiiiu Oi ill 


122.1500 


I 52.5110 


377,700 


.>. ( .nntmt'Utal nuking 


2.K22.000 


2/>9.i,20O 


2,439,600 


53. 


kelloHL; 


I.IUl.HIMI 


1,10 I.6IHI 


375,400 


1. ( .ol^att k * 1 amu»Ii\t' 




1.777,800 


1 ,985,300 


51. 


t.ol'll I'lml. Krliillll^ 


K 16,151 Ml 


878, 100 


369,600 


.). t -art t*r I riMlurts 


2. 1 17,10(1 


1 .679,200 


« ^ ^ £ 0X 0X 0X 

1 ,776,000 


55. 


National l).m\ 


.!68,2(Hl 


110,500 


367,000 


/ / * ....... i i.* i 

f), l»eueral roods 


I. vjJ.nOII 


.i lilt 1 1 \i \ 

2. U9, KM) 


1 ,7 1 8,000 


56. 


M. .1. 15. (.ii. 


■81 600 


H)2,.'00 


361,000 


r. Miles Labor aloi ir-« 


I.J'C).7lM) 


1.359,700 


1 ,6 1 7,000 


i7. 


Max l arOn 


791.6IHI 


797,800 


351,100 


H. .NiM'Iin^ Druj; 


2," I2.v()(l 


2. 197,300 


1 ,479,300 


58. 


^c\i-ii-I |> Until. -r- 


57 1. VI III 


55 5,0(H) 


350,000 




I,'iI3.3l)() 


a ill i .i, hi 

2.0 1 1 ,200 


1 ,290,600 


59. 


I". Lorillur.l 


1.012. 5011 


1. II 1.200 


345,900 


10. \\ aruer- 1 .am he it 


I.Hn2.H(K) 


612, 100 


1 ,079,500 


60. J. 15. William- 






343,500 


1 1. ,\U0ll UlrlYlU ill 


f> 10. 100 


700.300 


1 ,076,800 


61. 


\«»r. Proilin l- 






342, 1 00 


t u 1 1 1 p .worn*. 


I.Vv.i.Ollll 


I.372,.")()() 


1 ajI C C ft ft 

1 ,045,500 


62. 


Haycn 




289.800 


^ ^ ft ft £\ 

329,900 


I.), l>nlo\a \\ ah h 


l.()U2,2(K) 


093. .)()() 


1 ,003,000 


6.5. 


l)i. Pepper Hotil'T- 




.17 1.700 


328,300 


1 1. National Hi-mil 




I.8()V.00() 


ft ft O T ft ft 

998,7 00 


61. 


Standanl Bramh 


ill.l, IUII 


286,700 


3 1 8,400 


15. Internal ioual I .;ih*\ 


I. lUK.jOO 


I ..583.900 


ft ft O C /\ ft 

992,500 


65. 


\merican hakerie- 


i.56, 1011 


.559,7(HI 


3 1 0,400 


lo. I>r i>toi- \i \ er- 


'587,700 


lOv. 100 


941 ,300 


66. 


Tile Texa- Co. 


576, 100 


III 11 1 / |J L 

818.100 


O ft ^ O ft ft 

297,800 


i ** u l .i i 1 1 .. m 
1 i . Ivont'i t 1 lall 


vlU.rSOO 


1. 173.300 


ft 1 Z ft ft ft 

936,900 


67. 


Cat liiijj 




582.0* K) 


"*» ft A C ft ft 

294,500 


In. \nlieii-er-misili 


IJ.),-;(H) 


8 11 ,600 


£\rt O ft ft 

856,900 


68. 


\\on 


765,200 


29 1 , 100 


»■> O "5 ft ft ft 

2V J,V00 


IV. r oi 1 1 \lotoi 




1 1 1,300 


853,1 00 


69. 


Pacific Tel. X Tel. 


260.7(H) 


290,100 


An ^ T ft ft 

283,700 


_U, \elil I .01 p. 




836,700 


834,700 


70. 


National Brewing 






^ o **l ft ft f\ 

282,000 


21. I.iggrit cv M\er- 


1,397,400 


"i f\ t t ir.A 

1.04-1.100 


819,000 


71. 


Socony Moliil Oil 


.',(>'). 100 


132. 100 


28 1 ,300 


11. Lnarle-. \ntell 


.)&>,000 


803. 100 


809,900 


72. 


Wiedemann Hrcuiup 






«■> p l ft ft ft 

25 1 ,000 


J,>. i .o( a-uoia 


I , l.V>..t(J() 


997.7(10 


77 1 ,200 


73. 


General Mill* 


256.200 




"** A O ft ft ft 

249,000 


1 f , (.F ll It'll ** 






762,600 


71. 


General Motor- 




316,700 


OjIO 1 ft ft 

242, J00 


sli.Jl nil 
^nei i I'll 


.).»U,^( 111 


7(>9,00() 


7 1 A O /\ ft 

740,800 


75. 


Best Food* 


288.000 




242, UOU 


JO-t pn ^( [1111/ 




ov I.OIIII 


7 ft 7 ^ ft ft 

707,300 


76. 


\llantic Relininf! 








9" Viwu 1 \ 1 f 

_ i , r ooii m i pr> . 


f)v(), ( Ull 


855,800 


/ p J c ft ft 

654,500 




\rm-trong Riihher 






A ft C ft ft 

240,300 


— o, .\uieru an iiouie i roti. 


- 1 q inn 

i lo, IUU 


OTA AA/I 

K.iO.000 


/ Jfl ft. ft ft 

648,900 


78. 


W il-on & Co. 




367.700 


no Aft ft 

2 J o,OUU 


g /. i epM v .Old 


1 l ( i onn 
1 , l-M, Villi 




601 ,300 


79. 


\&P 




275.81 rO 


ooi n ft ft 
22 J, OUU 


■JO ^..lclnfT 

■in. r aiMan 


.> 4o,-HIU 


778.700 


£ ft ft 1 ft ft 

600,1 00 


80. 


Safe«a\ "More- 






ft 1 O ft ft ft 

L 1 o ,2UU 


31. Ks-»o Standard 


t) 1 Q 1 f\i\ 

t IV. 1 Ull 


6 17.800 


r ft I o ft ft 

591 ,900 


81. 


Regal Pale Bre« ing 






ft 1 C Oft ft. 

2 1 5,V00 


•-> _ . it ~*i 1 1 


»).^_,UMl) 


-r— 1 OA A 


CCO ft A A 

5 58,900 


'82. 


Rohert Curie) 


'.\~'K 100 


627.000 


•)1 c T ft ft 
2 1 3, / 00 


.>•>. lilOCK 1 1 VMS, 


nl).1,o(H) 


691,800 


523,000 


83. 


Paxton & Gallagher 






ft 1 C 1 ft ft 

2 1 5, J00 


31. Ilauuii Rrew inji 




359. 100 


5 1 2,600 


81. 


General Cigar 






ft i c Oft ft 
2 1 3,20U 


.*•>. 1\. J. nt'MlonW 


I*) 1, 600 


500.300 


505,000 


85. 


Ilelaine ^eager 


58n.lOO 


5 10.50(1 


ft 1 1 7 A A 

21 1,7 00 


oo. i>di laiii nit* 




I25.00O 


499,300 


86. 


Che»e]irongh-l'ond- 






ft 1 ft C ft A 

210,500 


'it . J. \. r oljiei 




668.900 


483,1 00 


87. 


Harri-nn l.ali- 






ft i ft ft ft ft 
2 1 0,000 


38, Nniericaii lobacoo 


1 1 1 " £ Art 

1 .3 1 / ,600 


181.100 


466,500 


88. 


Sealy Mattre— l)lr<. 






ft t\ A n £\ £\ 

204,800 


•>v. t anst brewing 


3."i2.30() 


175,400 


465,600 


89. 


Duncan Coffee 






203,700 


iu, i mi up.-- i etroienm 




3o8,300 


450,1 00 


90. 


Langendorf Bakeries 






ft ft 1 ft ft ft 

201 ,000 


« ngiey 


100.200 


178.100 


449,600 


91. 


Kx-I^av 






1 ft ft C ft ft 

1 99,500 


12. Standard Oil of hid. 


112.800 


327,500 


444,100 


92. 


Coty 






198,200 


•13. Biirgermeii-ter 


231.300 


106.800 


440,700 


93. 


Win. R. ilv 






196,200 


44. Piel Bros. . 


292,900 i 


388.200 


435,600 


91. 


Kroger 






193,400 


45. Ileiiv 


•103.100 


353.500 


427,900 


95. 


May helline 


!H2.K(H) 




191,000 


16. Hill Bros. Coffee 


310.700 


351.600 


408,700 


96. 


Hflene Curli- 




283,3oo 


188,800 


17. Beerli-Nnl Life Saver- 


639.100 


7 19.600 


407,800 


97. 


Borden 






188,000 


18. American Chicle 


1.085.000 


1.292.800 


397,700 


98. 


Ral-ton-Pnrina 


16 I.2IHI 


281.100 


185,400 


W. U. 5. liorax 


321,40(1 


100,200 


389,000 


«>9. 


Liebmann Brew cue- 






183,800 


50. Marathon 


137.100 


116.200 


387,100 


100. 


Interstate Bakeric- 




W5.ir00 


182,800 


fuiri'v T\ It uujrlerh ,.| s|» 


[ l\ I'xitfnillluit' 






iii- » r t 


* 0 * t r 
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SPONSOR ASKS 



In a period of business slowdown, how 
should advertisers slant their broadcast copy 




Donald H. McCollum, w president, 
Srhwerin Research Corporation, New York 
That could end up being picked as The 
Question I'd Least Like to Be Left on a 
Desert Island with. 

There's no pat answer, of course. 
For one thing, recessions come in vari- 
ous types and sizes; the advertiser's 
economists must counsel him in that 
area. 




Stress durability 
and base 
your copy 
on research 



Suppose, though, that the recession 
we are discussing here is the kind most 
feared today — one in which men and 
women have the money but have be- 
come overly cautious and fearful about 
spending it. 

Under such conditions, the following 
habits of thought may be helpful to the 
individual advertiser: 

1. Don't "protest too much." In 
other words, don't engage in the kind 
of advertising which explicitly advises 
people there's nothing to worry about. 

2. However, do, by implication, 
build impressions of confidence into 
your commercials. 

3. Try to avoid campaigns that 
knock your competitors. Always chan- 
cy, these can be fatal to the whole 
product field, including your own 
brand, when consumers already feel 
uncertain. 

4. Guard against leaving impres- 
sions of undue luxury or of wasteful- 
ness. Remember that this is not simply 
a matter of the copy you use: unfor- 
tunate mental images of this sort can 
be conveyed just by what you do in 
the video. 



5. Where possible, associate true 
economy (not cheapness), practicabil- 
ity', long-lastingness or durability with 
your brand. Think of new improve- 
ments or new products in terms like 
these, not as gimmicks. 

Finally — and this, though it sounds 
self-serving, is nevertheless basic — use 
research that tells you whether your 
commercials are on the right track. 
\ T ot doing so is an uneconomical pro- 
cedure at any time. And in a reces- 
sion, the advertiser can no more afford 
being wasteful than the consumer can. 

Rollo Hunter, vice president, director of 
tv & radio, Erivin Wasey, RuthraufJ & Ryan, 

Inc., New York 
There's no dog-eared chapter in the 
rule book to cover this one, no rule 
of thumb to thumb to. In television, 
happily, there has been hardly a trace 
of slump experience. Radio, even with 




Skip the 
comedy and 
hit the hard 
facts harder 



its much longer memory, hasn't felt 
the pinch very often. But it w r ould 
seem logical that if the going gets 
hard for the consumer, the broadcast 
advertiser will have to shift the accent 
-functional over style. In a business 
recession the automobile buyer would 
probably be much more interested in 
mileage and other economy factors 
than in fancy chrome furbelows. The 
clothing purchaser might well subor- 
dinate his interest in stylish cut to a 
frank concern about wearability. 

Aside from accent, however, the 
fundamentals of building commercials 
block-on-block shouldn't change, good 



times or bad. We'll always have to 
capture the customer's attention. We'll 
always have to couch our appeals in 
terms of basic human desires. We'll 
always have to let the consumer know 
how he benefits. 

If and when the road gets rocky, 
these basics may have to be stripped of 
today's popular garnish. The fey ani- 
mation, the joke lead-ins. the comedy 
sound effects could easily backfire in a 
climate of hard times. The buyer on a 
slim budget can get pretty hard-nosed 
about the merits of competitive prod- 
ucts. We might find ourselves docu- 
menting commercials a little more 
carefully — hitting the proof a little 
harder — leaning a little heavier on re- 
search to find out what people really 
want. And television as the miracle 
medium of demonstration might be 
used better than ever before to make 
our commercials believable. 

It boils down to this: If the going 
really gets tough, gentle wooing of 
customers probably won't move the 
goods. We'll all have to hit the hard 
facts harder. Come to think of it, that 
might not be a bad idea while the 
going is good. Whv not begin now ? 

Dr. Ernest Dichter, president, Institute 
for Motivational Research, Inc., Croton-on- 

Hudson, Sew York 
The real question is not how to speak 




Give the 
consumer a 
feeling of 
stability 



to people during a recession, but rath- 
er speak to him now with the purpose 
of avoiding the potentially dangerous 
influences of economic pessimism 
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which ciuNr fuai ami hm> • > f ciinli- 
(Iciicc. Il i* (juilc [m«nihl«' for ;i wi- 
i id\ to liilk ilM-lf into ;i r(f«*««itiii vutl 
evrn a (lc|irc*«i(iii. HNlor\ |>r<>\ i<lc> 
t>\£ittijik's of such feats. 

Tire |>*\.eht»lng\ of the A (iicrit'tin 
(Diisiimcr is in lln\. HrnndraMirij: 
ruin bax'tl on awareness of the pres- 
ent |is\ rliolug) of the coirsniurr, mea- 
sures which meet <lotil>t>. unexpressed 
fears and hesitations, measure* which 
are attuned to his desire to act "as if" 
wen tiling is a» ideal as it should he. 
inaj go far toward preventing and 
hailing a hnsinos slump. 

The consniner neeiU a | m chological 
assist from the manufacturer or adver- 
tiser in order to regain his Inning en- 
thusiasm. He needs to have his belief 
in the great personal benefits of prog- 
ress rekindled. Therefore, the adver- 
tiser who talks about real innovations 
and technical advances will stimulate 
the consumer to bin his product. Peo- 
ple easily grant themselves moral per- 
mission to bus a radically new prod- 
uct which sokes a problem of living 
with efficiency. The word ''new'* is 
not convincing, however. The market 
today suffers from a stead} abuse of 
this adjective and consumers have de- 
^ eloped a skepticism toward the word 
as well as toward the spread of all un- 
substantiated or exaggerated claims. 

The advertiser must also learn to ad- 
just his appeal? to the psychological 
atmosphere in which he is advertising. 
In a booming optimistic economy, ap- 
peals to convenience and luxury gain 
increasing momentum. In a psycho- 
logically restricted economy the need is 
growing for appeal? which enable the 
consumer to rationalize in the frame- 
work of necessity. It mav be neces- 
sary to appeal to more moral, more 
spartan and work-oriented motivations. 

Within such a ps\ chological atmos- 
phere, Uie whole (|iiestion of price be- 
comes more important. It i? necessary 
for the advertiser to show that he is 
on the consumer's side, that he under- 
stands his concern about high prices. 
This does not mean that prices should 
he generally slashed, for the consumer 
would tend to see drastic reduction? as 
the beginning of a depression. His in- 
security would be reinforced and he 
would sit back and wait until prices 
reached rock bottom. The intelligent 
advertiser will olTcr stability and will 
give the consumer the feeling that "we 
are holding the line, we arc not rais- 
ing our prices, you can trust us be- 
cause we are with \ on." ^ 




If you're serious aboul selling your prod- 
uct (if you're not, send your name lo 
Kiptcy) you don'l just say it's home- 
coming and sec who shows up. You send 
your clarion call where ii'll be heard. In 
Central Ohio that's WBN'S Radio, rated 
first by I'utse 3 1 5 out of 360 quarter hours, 
6 a.m. to midnight. Monday through 
Friday. Ask John Btair. 

WBNS RADIO 

COLUMBUS, OHIO 



a great new Joplin 



3 



3 



created for you by 

-TV 




136,547 TV HOMES* IN THE JOPLIN MARKET 
Larger than Duluth, Phoenix, Ft. Wayne 
$776,919,000 Buying Income; 669,800 Total Population 

•NOW 2S% H CHER TOWER — H CHEST N J-STATE CO ERAC C AREA 

•NOW 29% MORE POWER— 71 COO WATT' VOR c THAN 
ANY OTHER STAT ON N THE AREA 

•NOW COVERS 136.547 TV HOfv'ES IN O UN 
VARKET— AN ALL-T VE H CH 

"Televison Maga; ne c et Ccur' "> 

You'll have more luck with KODE-TV- JOPLIN, MO. 



\ 



, KOOI -TV 
JOPLIN 



316,000 WATTS Designed Power 
101 miles Northeast of Tulsa • 150 miles South of Kansas City 
203 miles East of Wichita • 250 miles Southwest of St. Louis 




Harry D. Burke, V. P. & Gen'l Mgr. 
Represented by AVERY-KNODEL 



SPONSOR • 10 NO\ EViHF.R 19.iT 



A Member of the Friendly Croup • KODE. KODE-TV. Joplin • WSTV. WSTV-TV. Steubenville • WPIT Pittsburgh 

• WPAR. Parkersburg • WBOY. WBOY-TV Clarksburg 



Never 



National and regional spot buys 
in work now or recently completed 




SPOT BUYS 



TV BUYS 

Ceneral Mills, Inc., Minneapolis, is preparing a campaign for it:- 
Gold Modal flour. The short-term schedule kicks-off in November. 
Minutes and l.D.'s for holli daytime and nighttime segments are 
being placed; a\erage frequency: K)-20 per week per market. Min- 
er: Dick Bocge. Agency : Dancer-Fitzgerald-Samplc, Inc.. \e\v York. 
(Agency declined to comment.) 

General Foods Corp., Maxwell House di\.. Uohoken, \. J., is 
adding markets for a short rim to its present schedule: the original 
schedule started 4 November for 52 weeks, \ighttime 1.1). s arc 
being used with frequency depending upon the market. Buyer: 
Grace Porterficld. Aaenc\ : Benton & Bowles. Inc.. New r York. 



RADIO BUYS 

Ford Institutional, Dearborn, Mich., is going into a number of 
markets to push the Ford car line. The four-week schedule begins 
in November. Minutes are being scheduled primarily 6:30 to 9:00 
a.m. and 5:00 to 7:00 p.m., Monday through Friday; there will be 
some weekend traffic announcements. Bluer: Lou Kennedy. Agency : 
Ken) on & Eckhardt. New ^ ork. 

J. A. Folger & Co., Kansas Git), is scheduling announcements for 
its coffee line. 20's will be aired for the short-termer 6:30 a.m. to 
5:30 p.m.; average frequency : 25 per week per market. Buyer: 
Yal Bitter. Agency: Cunningham & Walsh. Inc., New York (Agency 
declined to comment.) 

The Grove Laboratories, Inc., \ew ^ ork, is entering various mar- 
kets to push its 4- Way Cold Tablets. The 13-wcek campaign will 
start in November. Minutes will be spotted during morning seg- 
ments; frequency depends upon the market. Buyer: Beth Black. 
Agency: Cohen & Aleshire. New York. (Agenc\ declined to com- 
ment.) 

RADIO AND TV BUYS 

The New York & New England Apple Institute, Kingston, 
\. Y., is conducting a radio-tv campaign to promote the use of 
apples. The short-term schedule runs through November. In tv. 
prime nighttime 20's will he slotted, with varying frequency; in 
radio, da) time minutes, saturation frequency . Buyer: Doug Humm. 
\genc\ : Charles W. Hoyt. New York. 

The National Brands, div. of Sterling Drug, Inc., \ew York, is 
buying in scattered markets for its Phillips' Milk of Magnesia. The 
advertiser i- seeking minutes and 2()\s: frequency will depend upon 
the market. Buying has not begun. Bu)er: Frank Moriarity . 
\gencv: Dancer-Fitzgerald-Sample. Inc.. New York. 
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Be sure to shoot 

IN COLOR . . . 

You'll be glad you did 

i 
it 



r trUSt your 
Aunt Abby. . . too far I 






Her opinions are interesting— of course. 
And she's sure to let you know— par- 
ticularly when they concern television. 
But neither she nor all your other rela- 
tives should have too great a voice in 
evaluating a show. That's a job for 
pre-testing with impartial audiences. 




How ?— By having the s hp won film. Then 
you can test all you want— from here to 
Timbuktu— economically, efficiently. 

And on film, when you want to make 
changes— you just splice 'em in ! That's 
why a good show is a better show on 
EASTMAN FILM. 



For complete information write to: Motion Picture Film Department 
EASTMAN KODAK COMPANY, Rochester 4, N.Y. 

East Coast Division Midmst Division Wmst Coast Division 

342 Madison Ave. 1 30 East Randolph Drive 6706 Santa Monica Blvd. 

New York 17, N.Y. Chicago 1, III. Hollywood 38, Calif. 

Or W. J. GERMAN, Inc., Agents for the sale and distribution of Eastman Professional 
Morion Picture Rim, Fort Lee, N J.; Chicago, III.; Hollywood, Calif. 





Capsule case histories of successful 
local and regional radio campaigns 



RADIO RESULTS 



CONSTRUCTION 

^PON>OR: Mays Consiruction C<>mpaii> \ GENOA : l)ireei 

Capsule case history: Expanding its sen ires to go after 
the consumer for the first time, a Maryland construction 
firm sucressfull) used radio to sell private driveways and 
roads. Until that time the Mays Construction Company 
used no advertising, since it ordinarily sub-contracted work 
from large civil engineering firms in Baltimore. The firm 
placed a four-week saturation campaign with WTOW. The 
spots ran twice every day. at 7:30 a.m. and 5:30 p.m.. both 
time slots intended to reach the working man driving to 
and from the job. No other medium was used. ''At the 
end of the first week of advertising on WTOW." reports 
Mays, "we received 12 calls for driveways and roads, the 
average price of which is $400, and since then we've been 
getting calls on the average of six a week . . . which is 
more calls than I am able to handle at present. We consider 
WTOW entirely responsible for this overwhelming increase 
in volume and feel our spot campaign was a real success." 

VrrOVT. Towson, Md. PURCHASE: Announcements 



FIRESTONE PRODUCTS 

SPONSOR: Fire-tone & River-ide Store- AGENCY: Adv. Sales, Inc. 

Capsule case history: Firestone and Riverside Stores, out- 
lets for Firestone products in New Orleans, report that their 
sales figures for the past year and this year have increased 
hetter than 12% since they started using WNOE. Sales 
for the week of 15 Jul\ exceed by far the sales figures for 
any week in 1956. Since the summer months reflect the 
highest sales figures, Firestone has been placing the bulk of 
their spots in this period with a lesser schedule in the late 
fall and winter months. More than 50*^ of Firestone's ad- 
vertising budget is devoted to radio, with the majority of 
this placed on WNOE. Due to the unquestionable success 
of spot it has been necessary for the owners to construct a 
completely new outlet in addition to expanding the four 
stores. A sizeable percentage of Firestone business comes 
from the retail trade zone within a 125-mile radius of New 
Orleans. "Radio will continue to be, in the future, a vital 
factor in our success." says the president of the company. 

W.NOE, New Orleans, La. \nnouncements 



BUTTER 

SPONSOR: Doroihy Lane Market AGENCY: Direct 

Capsule case history: During a recent Friday night high 
school football contest aired over WING, Dayton, Ohio, the 
sponsor, Dorothy Lane Market, offered as a special two 
pounds of butter for $1.00. The announcement was made 
three times during the course of the game, each spot running 
about 20 seconds. Although Dorothy Lane is a large, pro- 
gressive market accustomed to doing a large volume of 
business, by closing time the next night the store's entire 
stock of butter had been sold — a total of two tons. Figuring 
the cost of advertising the butter in ratio to the entire 
football broadcast. WING sold $2,000.00 worth of butter 
to 2.000 individual customers in less than 24 hours at a 
cost of only $35.00. In addition people who came for the 
sole purpose of bming butter were influenced to make other 
purchases as a result of the broadcast. "Time and time 
again radio has proven to be very effective and we plan to 
use it in the future." said the co-owner of Dorothy Lane. 

WING. Dayton. Ohio PROGRAM: Fooihall 



AUTOMOBILES 

SPONSOR: Earl Davis Buick, Inc. AGENCY: Direct 

Capsule Case History: Some 85 r <r of the prospects coming 
to an automobile showroom in Cleveland were attracted 
there bv radio. This was the result of a campaign used by 
Earl Davis, a Buick dealer, to acquaint people with his 
name and new location and to sell and rent new and used 
cars. This campaign came from an annual advertising bud- 
get of $80,000 divided as follows: radio. 25^: tv, 40%; 
newspapers, 25^ : direct mail, 10^. The radio promotion 
consisted of 56, one-minute announcements per week spread 
over seven days for eight weeks. The spots were from 6:00- 
6:30 a.m. to catch the early driving audience: 9:30-10:00 
a.m. and 12:30-1:00 p.m. to reach women: 4:00-8:00 p.m. 
to again hit the man behind the wheel. '"Eighty-five out of 
100 people," said Davis, '"heard our advertising on KYW. 
. . . It has proven to be less expensive to reach more people 
by radio than any other medium now available in Cleveland." 

KYW. Cleveland PURCHASE: Announcements 
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this 
i udio 

WORKS 





Just in case it escaped you. please note that the radio 
on the right is timed to 1210 on the dial . . . and 
that's WCAU RADIO, CBS in Philadelphia. 

The other one? Well, let's call it Station WX.W. 
Sure it plays all the lime . . . hut who does it play to? 
With a few personalities, concentrating on a limited 
type of programming, what part, if any of your 
market does it reach? 

WCAU RADIO works as it plays ... for it is heard 
by more families in Philadelphia and its suburbs 
than anv other of the 14 local stations ... families 



that anunalh spend 567 million dollar* more than 
the audiences of tin* ue\l highest station. And why 
does WCAU >tand out in Philadelphia area broad- 
casting? . . . because we program for evenhodv. 

Willi top (light authorities covering tin- news and 
sooi'ls . . . outstanding women's -hows, including the 



popular afternoon serials ... music -iiows lor do 
[he voung and old . . . the best of CHS network 
headliners ami Philadelphia"* outstanding radio 
personalities (21 of (hem al last count) . . . we offer 
varieh in programming thai has meant leadership 
in this important market lor 35 consecutive years. 



th 



you buy 
responsiveness 
. . . when 



you 
put 



WCAU i RADIO 




to 
work! 



The Philadelphia Bulletin Radio Station 



Represented Nationally by CBS Radio Spot Sale* 
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Are you taking advantage of 

AMPEX direct-to-customer service? 



AVAILABLE 
DIRECT FROM AM 



HERE IS HOW 
YOU BENEFIT: 



New application ideas, practical and 
tested 



Complete product and installation 
information 



Custom products tailored to your in- 
dividual needs 



Personal contact with Ampex Re- 
search, Engineering and Production 





VIDEOTAPE RECORDERS 

sold only direct 




•#-q: 



MODEL 300 sold only direct 





MODEL 350 



Available only direct — Auto- 
matic programming systems, 
tape duplicators, and custom- 
engineered products. 



MODEL 601 



854 CHARTER STREET, REDWOOD CITY, CALIFORNIA 



ATLANTA, TRINITY 4-0736 
CHICAGO, TERRACE 3-7050 



DALLAS, LAKESIDE 6-7741 SAN FRANCISCO, EMERSON 9-1481 

LOS ANGELES, OLIVE 3-1610 WASHINGTON, D. C, JUNIPER 5-8270 
NEW YORK, N. Y., PLAZA 3-9232 
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professional 
products division 



Reports and evaluates nc\c%, trends, 
opinions for film buyers and sellers 



FILM-SCOPE 



16 NOVEMBER 

Copyright 1957 
SPONSOR PUBLICATIONS INC. 
DIRECTED BY BEN OOOfC 



It's ;i fnirly common assumption among sponsors tliat you get better iden- 
tification (ami merchandising opportunities) in syndicated filniH than in feature 
fare. Continuity is supposed to make the difference. 

So lately both stations and producers have been wrapping feature films into "the- 
matic" groups to overcome the sponsor's objections to untidiness. Does it work? 

FILM-SCOPE this week asked a group of Station Spotters about their experience'-. 
This is what they say: 

• Thematic groupings will satisfy a sponsor best when they arc made around 
a star or personality — an Andy Hardy series, or a Wallace Beery Theatre, for example. 
This establishes a common character and a merchandising focus. 

• Topical groupings — a "family"' series or n western series — also do well, hut 
are trickier to manage. Some sponsors may not like the grouping, and other fail to find 
the proper merchandising hook. One station (WREX-TV, Kockford, 111.) says it has had top 
success by using topical groupings with a timely element. It has a "Family Theatre" 
but selects the films to fit current events — "Miracle on 34th St." at Christmas, for instance, 
and "Young Mr. Lincoln" in February. 

In short, FILM-SCOPE's Station Spotters pretty much agree that: 

1) Thematic groupings appeal more to sponsors than helter-skelter feature show- 
ings, but 

2) It takes some ingenuity to work out the right package. Groupings on the basis 
of star names seem safest: 

The Spotters: Harold See, KRON-TV, San Francisco; Bill Michaels. WJBK-TV. 
Detroit; Dick Woolen, KTTV,, Los Angeles; Clarence Washerman. KRET-TY. Sacra- 
mento; and Joe Baisch, WREX-TV, Rockford. 



First Pulse ratings on 26 Men indicate that 1) it's a sturdy competitor, and 2) 
it has a very high proportion of adults in its audience. Thus: 

• In Sacramento, 26 Men had a Pulse of 28.5 on KCRA and an audience share of 
47.8%. Its top competitor in the Tuesday 7-7:30 spot was Phil Silvers with 25.2. 

• In Buffalo, it had a 15.4 rating and a 45% audience share (WREN. Wednesday 7- 
7:30) vs. 13.5 for Man Behind the Badge. 

Significant: The show in both markets is pulling a big adult audience in what is nor- 
mally a kid slot. Ratio of adults is 75%. 



Sea Hunt has picked up two major sponsors in the New York area on an 
alternate-week deal — Bristol Myers (DSC&5) and Household Finance (Needham. Louis 
& Brorby). The showings will be on WCBS-TV following Cunsmoke. 

Ziv claims Sea Hunt is now in about 80% of the 50 top markets and is its fast- 
est mover among major markets. 



NTA Associates has contracted to purchase more than 50% <>f die J .639.000 
common shares presently outstanding of Associated Artists Productions Corp. 

For each 100 shares of Associated Artists XTA will pay S 137.50 in cash. §440 in 7T 
seven vear subordinated sinking fund debentures, and 10 shares of common stock. 

A substantially similar offer to purchase the balance of the outstanding shares will he 
extended to all AAP stockholders after the initial acquisition has been completed. 
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FILM-SCOPE continued . . . 



Frustrating is the word for Brazil. Here is a huge nation with relatively good tv 
set ownership (470,000), but as a film market it's a washout right now. Last week 
Joao B. Ainaral, owner of two of the nation's six stations, told FILM-SCOPE why: 

Brazil's tv is bedeviled by 1) lack of U. S. dollars, 2) geography, 3) a lukewarm 
attitude toward the medium on the part of the government, and 4) language — they 
speak Portuguese in Brazil. 

Ainaral is trying to overcome the geographic barrier (which consists of mountain ranges 
that block reception) by building micro-wave relays. But equipment is costly and must 
be imported under the low government dollar quota alloted to tv stations. 

Just to compound these woes, short-wave radio (with its cheaper operating costs 
and wider reception areas) has been on the upbeat, and the hest movies are charging 
only about 20(* admission. 

Nonetheless, there is this ray of hope for the future: There has been an increase in 
the number of advertising agencies in Brazil, and a handful of U. S. advertisers has 

started to buy tv time (Coca-Cola, gasoline companies, auto companies, Gillette). 



Just because England's BBC maintains a lofty disdain of sponsors is no sign 
it won't shell out heavily for shows. 

NBC International, Ltd., has just sold BBC 26 kines of the Perry Como program 
to begin first of the year. Apparently it's the top dollar deal with England to date. 



In the continuing search for programs with a hefty woman appeal — especially 
during the daytime — you soon can get yourself into psychological-statistical quagmire. This 
week Schwerin Research gave FILM-SCOPE these basics which it has been evolving: 

• There's a big difference between just watching a show and really liking it. 

• In the case of women, you find a tendency to watch a lot of things — though 
they don't always like everything they see. (Men are less generous with their time: 
They usually watch only what they like). 

• When all's said and done, women like "women-oriented" programs best. That 
is, they go for a plot in which one of their own kind escapes the humdrum and hero- 
ically gets involved in something exciting. (Only a very small minority of sophisti- 
cated females prefers the male-hero kind of fare.) 

• Using a liking score of 100 as base, Schwerin figures that "women-oriented" shows 
get plus 8.5 among women, while westerns and other male-dominated fare gets only a 
plus 2.8. 

• The reason for women's liking of female heroines probably steins from the 
fact that the gals have a less active role in society than men. Thus there's a natural 
tendency to cheer for another woman who has escaped the confines of her narrow world. 
It lends an element of identification and wish-fulfillment. 



FLASHES FROM THE FILM FIELD: CBS TV Film pushes Fire Fighters for network 
sale this week. The pilot was filmed in New York and the action is based on stories from 
the files of the New York City Fire Department. . . . Screen Gems has set a co-production 
deal for a new comedy series, Howe and Hummel starring Dennis King and Menasha Skul- 
nick. Based on the famed gamblings of those two 19th century lawyer?, the pilot is due for 
February 1958. 

Here's an idex to how IVTA's Tugboat Annie is doing for Lever Bros, in Canada: 
Elliott-Haynes Reports for the week ending 4 November show a 19.5 rating and a 30.2 
share of audience in Toronto and a 56.7 rating and 83.2 share of audience in Montreal. 

Admiral Distributors will sponsor 26 Men in both Anchorage and Fairbanks Alaska. 
The series is now sold in 135 markets . . . another commercial tv channel will be put into 
operation in England early in 1959. . . . Denmark tv reports the test kinescope of the Steve 
Allen show met with an overwhelming response. 
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Uncle Mike's 



CHILDREN'S 
THEATRE 

5:15 to 5:55 pm 
Monday through Friday 



packed full 
of everything 
that CHILDREN 
love to see ! 




WBEN-TV's 40 MINUTE HOUR 

Western New York's voungcr folks find Uncle Mike's 
CHILDREN'S THMATRi: Buffalo's fullest forty-minutes 
of television. Results pro\e this to be so. 

For the multi-voiced, mam faceted Mike Mearian has 
captured a loyal and large following in his v\eb of 
whimsy every weekday on Channel 4. Children love his 
man}' characterizations; his puppet friends. Buttons, 
Bows and Monk; and the daily cliff-hanging episode of 
"Ramar of the Jungle" that Uncle Mike features on 
every show. 

Products that have found this a fertile field to cultivate 
include chocolate milk fortifiers, breakfast cereals, can- 
dies, hohbv sets, children's clothes and shoes and desserts. 
CHILDREN'S THEATRE was recently extended to add 
more fun for the youngsters. It also adds more spot- 
time for sponsors who want to win little friends and 
influence little people. 

HARRINGTON, R1GHTER & PARSONS — our 
national representati\ es — or our sales department will 
be happy to fill you in on the facts and figures. 



WB EN-TV 

CBS IN BUFFALO 

YOUR DOLLARS COUNT FOR MORE ON CHANNEL 
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SPOT TV CHANGES 

(Continued from \nige 37) 

saturation by way of contrast." 

Many agenc\inen still raise the old 
hue and cry for the future: Spot tv 
could be more active if the stations 
and reps made it easier to buy and 
handle. Looking toward winter and 
spring buying, agency media execu- 
tives point up these problems and 
suggest wa\? for easing the difficulties: 

How to evaluate adjacencies: 
Where network tv programing is con- 
cerned, timebmers have always been 
as anxious for the first Nielsen verdict 
as the proverbial expectant father pac- 
ing a hospital corridor. Jn past sea- 
sons, the first fall ratings spelled suc- 
cess or failure for many a spot sched- 
ule planned in July and August. 

"Today spot tv doesn't deal in the 
same extremes of success and failure," 
as one HBDO timebuyer told sponsor. 
"Through ABC TV's growing strength 
and through better programing on the 
independents, ratings have leveled and 
evened up somewhat. The buyer to- 
day doesn't have to be as much a 



second-guesser of programing values 
when (licking adjacencies. 

With the evening up of ratings, the 
choice of schedule by a particular buy- 
er is determined less by the particular 
programing adjacency than by fac- 
tors on which both the station and 
the rep can do a big selling job. 

For instance, one JWT associate 
media director put it this way: 

"When J look ahead toward the 
spring campaign right now, I'm aware 
that no one can be sure of the net- 
work programing profile. What I'll be 
looking for is strength and character 
of the station, type of programing 
blocks that the network it's affiliated 
with has been going in for. J can't as- 
sume that the show that's in a particu- 
lar slot today, even if its ratings are 
great, will necessarily be in the same 
spot next spring. The network might 
shift its alignment. J have to buy oth- 
er values — overall ratings delivery.*' 

What do you buy besides ratings? 
"Audience composition," is the an- 
swer in many of the time periods like 
early and late evening which are cur- 
rently in the ascendancy. Many a rep, 



advising his stations on programing 
patterns, has shown awareness of this. 

"Kid shows may pull big ratings be- 
tween 5:00 p.m. and 7:30 p.m.," com- 
mented a station representative. "But 
the buyer isn't looking for circulation 
only in those times — he's looking for 
potential customers." 

The question among many stations 
is this: Should they sacrifice ratings 
points to a more advantageous audi- 
ence composition? 

According to a majority of top 
agency tiinebuyers, the answer is "yes"' 
for the later afternoon and early eve- 
ning periods. This is a time when a 
family audience is available. Certain- 
ly, the products like soft drinks, tovs 
and other predominantly teen and kid- 
appeal products, like a concentrated 
audience. But there aren't enough 
such products around to build full ad- 
vertising schedules on all stations in 
all markets. 

Part of the answer lies in "counter- 
programing." If the competitive sta- 
tions in the market are strong in the 
kid-appeal shows, this might be the 
period into which to strip some fam- 
ily-appeal features or syndicated shows. 




MGM 



MOVIES 



KMJ-TV 

FRESNO 




These films have had wide ac- 
ceptance among national and 
local advertisers who are look- 
ing for penetration into the 
productive Fresno market. In- 
quire now for choice avail- 
abilities. 

Ask Paul H. Raymer today 
about this exceptional buy. 



KMJ-TV 
FRESNO, CALIFORNIA 

Paul H. Raymtr 
National Representative 
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1/5 of all 
Canadian Autos 
are registered 
in our 
Hamilton 
Toronto Niagara 
coverage 
area 




ONE TV STATION REACHES 1 5 OF CANADA 




'Within our huge coverage area there are 638,426 registered automobiles. This number represents 21.80 r « 
-over one-fifth of all registered automobiles in all of Canada this year. Another black and white fact 
proving CHCH-TV serves the richest market in Canada." Source: Sales Management Elliott-Haynes. 
For further information call: Montreal: UN 6-9S6S, Toronto: EM 6-9236, ^jk nil nil TIA 
Hamilton: JA 2-1101, Vancouver: TA 7461, New York City: PL 1-4848, ^CHCH m Tw 
hicago: MI 2-6190, San Francisco: YU 6-6769 channel CANADA 



WARNER BROS. 
FEATURES ARE 
PRETERRED N 



KNOXVILLE 




WBIR-TV MONDAY 10:45 A.M.— 12:15 P.M. 



CI.CI.D: 



Distributors for Associated Artists 
345 Madison Avenue. Murray Hill 6 2323 
75 E Wacker Dr.. DEarborn 2-2030 
1511 Bryan St.. Riverside 7-8553 I 
9110 Sunset Blvd., CRestview 6-5886 



inc. 



Productions Corp. 
NEW YORK 
CHICAGO 
I 0«U«S 
LOS ANGELES 




KROD-TV 




In 3-Slat ; on VHF Markets 
(ARB — August) 



Always first in the Southwest 
— now, first in the nation In 
Shore of Audience in 3-sta- 
tion VHF markets. That's how 
the August ARB ranks KROD- 
TV — first in programming, 
first in power and tower- 
height, first in promotion . . . 
and, above all, first adver- 
tising buy to cover West 
Texas and Southern New 
Mexico. 



KROD-TV 

Channel 4 
El Paso, Texas 

CBS 




CBS 

AFFILIATED with KROD-600 kc I5000w 
Owned 0 Operated by El Paso Times, Inc 



*•» Nationally by the IRANHAM COMPANY 




Counter-point selling: Selling on 
price alone isn't enough in today'* 
competitive market, most timebu\ers 
agree. The) argue that the\"d prefer 
to see more competitive audience com- 
position figures, more programing in- 
formation and more sales pitches an- 
gled at their particular client need-. 

""\\ lien a rep a-k- me what hi> com- 
petitor - offering for the mone\ and 
then tries to match it. he's making the 
medium a- a whole harder to bu\." 
one McCann-Krickson hroadcast su- 
pervisor told sponsor. "He undermine- 
nn confidence in the medium without 
adding to the knowledge ahout the 
market and his station which I need to 
have before making a sound media 
decision." 

Rate card inequities: More package 
discounts should be included on the 
rate card to make pre-order-placing 
estimates easier and more accurate, 
Liners feel. A major stumbling block 
where accurate estimates are con- 
cerned are the frequent rate changes. 

"A* long as they change so often, I 
wish thewl change more in line with 
the needs of the times." a Ted Bates 
buyer told sponsor. "They might for 
instance graduate frequency discounts 
according to the length of announce- 
ment.-. Some solid frequency dis- 
counts for I.D.'s, for one thing, might 
do a great deal toward stimulating 
more business in I.D. s." 

One \Sdl media executive, who? 
particularly irate over the premium 
rales some stations charge for the eve- 
ning features, feels that the rate ad- 
ju t merits should occur there. Rather 
than continuously pricing these desir- 
able announcement periods upwards, 
he sugeests that the stations make up 
new packages promoting their lev- 
popular time periods by combining 
them with these good times. 

Most media men welcome good 
package offers, but devoutly wish the 
stations published them in some 
standardized form or on the rate card 
to make figuring easier. 

Tailor those sales pitches: It's the 
old hue and crv among timebiners 
and thi> fall it - louder than ever he- 
fore. Thev argue that a sales pitch 
doesn't have to mean a fancy presen- 
tation, but it does mean facts and fig- 
ures that are to the point where their 
( lient is concerned. 

" \bout fi\e \ears ago. radio reps 



began to sell their medium and their 
markets rather than just blocks of 
availabilities*," 1 one B&B bu\er told 
sponsor. "And they reaped good re- 
sults from their approach. I think the 
time has come for the tv reps to take 
a leaf out of radio's recent histon : 
Make selling more mature." 

Perhaps an even more basic point 
that main buvers complain ahout is 
bad liaison between a station and its 
rep. The\ say that stations should be 
in better touch with their reps to let 
them know what availabilities are open 
and what times have been sold. One 
reason cited for confusion about avail- 
abilities is barter. Occasional!), a sta- 
tion makes a barter deal, without 
letting the rep know about it. and the 
rep salesman goes around trying to sell 
the time the station bartered away. 

"When we sav we want sen ice we 
just mean that the rep shou'.dn t offer 
us a\ ailabilit'es !'e hopes w'.il lio .'r:e, 
but that he -houl I coordinate care- 
fully with his station and present us 
with the facts as the\ are.'" says 
BBDO's Hope Martinez. 





Only ONE is atop the 

Continental Divide 

Serving both the Atlantic and 
Pacific Sides of America 

KXLF-TV4 Mcntono 
Butte 

East— The Wolker Co 

West — Pacific Northwest Broadcasters 



I 




the more you compare balanced programming, 
audience ratings, coverage, or costs per thousand— 
or trustworthy operation— the more you'll prefer 

WAVE Radio 
WAVE-TV 

LOUISVILLE 

NBC AFFILIATES 

NBC SPOT SALES, EXCLUSIVE NATIONAL REPRESENTATIVES 



WFIE-TV, Channel 14, the NBC affiliate In Evansville, 
is now owned and operated by WAVE, Inc. 




A pictorial review of local 
and national industry events 



PICTURE WRAP-UP 




Lowell ThomaS, of new CBS TV series 
High Adventure, meets Roland Withers (1.1 
of sponsor CM, Bill llylan (r.) CBS TV sales 




JIRTfcPfcACC OF RADIO JKQADCASTINC 



Plaque for Dr. Frank Conrad, whose work 
was the basis of modern radio and led to first 
station KDKA, has been given to his widow 



Silver and ebony plaques are presented by Peters. Griffin and Woodward to stations the 
firm has represented sinec its founding in 1932. Seven stations have received the 25-year 
awards. Donald Davis, president of KMBC, Kansas City, receives the memento from Kussel 
Woodward (1.), P-G-W v.p., and 11. Preston Peters (r.J, president of the firm. Other 
recipients included: WOC, Davenport, and WHO, Des Muinet, Iowa; WDAY, Fargo. North 
Dakota; WGR, Buffalo, Mew York; W.MBD, Peoria, Illinois; \\ BAP, Ft. Worth-Dallas, Texas 



"New Car's Eve," a telecast that dis- 
played the first 1958 Chewy shown anywhere 
in the nation, was the promotion idea of 
Wilkins Chevrolet in Norfolk, Ya. At the 
stroke of 12 midnight on WTAR-T\. the new 
automobile was rolled out for it- unveiling 




Y. 




The 25-Year Club of the Katz Agency, New York, recently honored 
radioman Mike Flynn for his quarter-century with the rep firm. Seated (1. to 
r.), George W. Brett, G. R. Katz, M. J. Beek, Eugene Katz, and Flynn. Stand- 
ing (1. to r.), 11. J. Grenthot, Herbert Goldberg, Abe Doris and M. S. Kellncr 






News and Idea 
WRAP-UP 



ADVERTISERS 

Clarence Ehlriftfte, advertising 
statesman, told the annual meet- 
in* of the Grocery Manufacturers 
of AnirricM in N.Y. litis week thai 
these K) rules would make lor 
easier clicnt-njeeucy relationships*: 

1) The partnership nature of the 
relationship should he recognized. 

2) The agency should ho accorded 
respect as a reputahle, well-managed, 
successful business. 

3) The agency is entitled lo know 
how ihc advertiser thinks of itself: its 
philosophy, its hasic policies, its ideals, 
its standards of husiness molality and 
integrity, and its ohjectives. 

4) The adverlising agency should 
have I he primary responsibility for an 
elTeelivc presentation of the advertis- 
ing message: but it is the advertiser 
who should assume the primary 
responsibility for determining what 
tti.it message should he. 

5) The agency has the right to ex- 
pect that the product-quality be right, 
thai die product delivers what the ad- 
vertising promises, that it is competi- 
tively priced, and that it have repre- 
sentative distribution and adequate 
shelf-stocks. 

6) The agency should not only be 
permitted but encouraged to make rec- 
ommendations with respect to all mai- 
lers affecting the marketing of prod- 
ucts assigned to it. 

7) The agency should be permitted 
to present its recommendations, and 
the reasons therefor, directly to the 
person or persons charged with re- 
sponsibility for making the final deci- 
sion. 

8) AH recommendations by the 
agency — even with respect to matters 
outside the agency s area of direct re- 
sponsibility, should be acknowledged: 
and whenever a plan or a recommen- 
dation submitted by the agenev is dis- 
approved, the agenev should he given 
the reasons for such disapproval. 

9) The client should provide with- 
in its organization competent leader- 
ship and direction for the agenev. 



10) On important mallei ~, lire 
agency should feel free lo appeal lo 
I lie lopuioM marketing excculi\e. 

Kldridge concludes l hat responsibil- 
ity for adverlising and marketing ac- 
tivities roido ultimate!) with the ad- 
vertiser himself. No matter how >kill- 
ful and competent the agency ma\ he, 
the advertiser cannot escape this ulti- 
mate responsibility. 

Bristol-Myers has announced plans 
to acquire Grove Laboratories. 
I ne. 

The merger is expected lo bring 
sales amounting lo $100 million a 
) ear. 

Hrislol-Myers sale> last \ear reached 
$89 million. Sales for Grove's Labs 
generalK exceed $10 million yearly. 

Promotion gimmick: General 
Mills will begin distributing free 
copies of a 28-page party recipe book | 
with packages of Risquick. The new 
offer follows upon a successful 8-inil- 
lion copy distribution of a previous i 
cook book. 

Regional buy: Coca-Cola is spon- 
soring Top 10 Dance Party, a syndi- 
cated teen-age audience participation 
series, for one hour daily over W FIF- 
TY. Evansville. The show is in its 
third }ear. 

New personnel: Paul A. Sevareid. 
adverlising manager for The Dahlberg i 
Company. Minneapolis hearing aid and 

manufacturing firm . . . Dorian St. ! 

i 

George. assiMant to ad director R. C. 
Garretson of Carling Rrewing Co. St. 
George was pre\ioudy director of the 
radio-tv department of the Rmnrill 
Co., Rochester. 

AGENCIES 

ANA president Paid \Test tlii- 
week expressed his gratification 
over the "open mind" with v>hicli 
the 4A"s director received the Frey 
preview report on agency com- 
pensation. 

In an answering note to 1 \"« prc-i- 



TO TURN RANDOM 
TUNERS INTO 
VETERAN VIEWERS 




Now— in many markets three 
great adventure-action series 
combined into one great 5-dny- 
a-week show! Why pay a pretty 
j>enny for programs when you 
can get top-rated series in your 
market and hold on to all of 
your own cash! For complete 
details about this new plan, 
phone today. Or wire Michael 
M. Sillerman at TPA for your 
market's availability. 




Television Programs of America, Inc. 
4SS Madison Ave . N Y 22 • PI_i«i t 2I0O 
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your extra hand is 



A corps of the most capable 
editorial hands in the business 
work for you at SPONSOR to 
bring the latest broadcast 
developments within reach of 
your fingers — week after week 
— 52 weeks a year. 

SPONSOR is the nerve center 
of the industry. It's the magazine 
of ideas — of penetration — of 
every day USE — the most 
widely quoted publication in 
the field. 

It's the one book you ought to 
read — at home. It will give 
you more to think about and 
more directions in which to 
expand your thinking than any 
other trade journal you can buy. 

Now — for less than a penny 
a day — just $3.00 a year — 
you can have 52 issues of 
SPONSOR delivered to your 
home. Try it on this 
money back guarantee. 



SPONSOR 

40 East 49 St., New York 17, N. Y. 

I'll lake a year's subscription of SPONSOR. 
You guarantee full refund any time I'm 
not satisfied. 

NAME 

FIRM 

ADDRESS 

□ Bill me □ Bill firm 



dent, Frederick Gamble wrote: 

"1 l>elie\e that it (the "'open mind *) 
approach w ill be conducive to promot- 
ing the calm, objective dispassionate 
climate we have tried to cultivate in 
order that the complete stud\ can 
>er\e the IhM interests of all con- 
cerned in makin<r advertising as fully 
productive as we believe it must be 
to meet present day marketing needs." 

D'Arcy Agency is planning to give 
a first haml view (if how that agen- 
ry operates to media reps. 

Officials are netting a>ide one day a 
month to meet personally with small 
groups from each media and to take 
ihein on a tour of the agency's home 
office. 

New agency in Indianapolis: Kiley 
and Nicholas. W illiam F. Kiley. for- 
mer g.m. of WFBM, and Ted Nicholas, 
ad director for various Indianapolis 
theaters, have formed the partnership. 

Agencv merger: The Lisle Shoemak- 
er and Teawell Advertising Agencies 
are now Teawell & Shoemaker. Inc. 
First account signed In- T&S: KFM IS- 
AM -TV. San Diego. 

Aijenev appointments : BBDO for 

\ir France, beginning 1 January . . . 
Ross Jnrney & Associates, Salt Lake 
Citv . for Welsh's Raking Company of 
Reno . . . U lit ledge & LilienfehL 
Chicago, for Tastee-Freez Stores . . . 
W. B. Doner, Detroit, for all con- 
sumer advertising of Manufacturers 
National Bank with 34 Detroit branches 
. . . Frances, Morris & Evans, for 
Seamprufe . . . Kastor, Farrel. Ches- 
lev & Clifford. Inc.. for Bon Ami's 
new products. EWKK will continue to 
handle their present Bon Ami account 
. . . Wymail Advertising, San Fran- 
cisco, all advertising and promotion 
for Bonnie Dog Food . . . Cohen & 
Aleshire. for Edro Products Pop-A- 
Dav Pops, (children's vitamin candy). 
Tv and radio will be used intensively 
in the \.\ . area . . . D'Arcy Adver- 
tising for Bigelow-Sanford Carpet 
Co. . . . Beesoii-Reichcrt, Toledo, 
for La-Z-Boy Chair Company and Con- 
-olidated Paper Company . . . Hitt> 
lodge & LilienfehL Chicago, for 
Ta>tee-Freez Stores. 

A new agency. Richard Crahh As- 
sociates, has opened offices in Chi- 
cago and will specialize in agri- 
cultural communications. 



Crahb organized the agency with 
several associates from E. H. Brown 
Advertising, Chicago. 

Carroll Advertising, San Antonio, 
has opened a branch office in Houston. 
James Thomas will be in charge. 

At JHt. Sinai Hospital, N. Y. : 
Sidney Dean, McCann-Erickson v.p., 
recovering from a fractured thigh and 
concussion, lie was hit by a car while 
on the way home. 

New positions: Sinclair Jacohs, 
Jr., assi>tant director of advertising 
for Pharmaceuticals, Inc. . . . Dr. 
Jaye S. Niefehl, v.p. in charge of re- 
search and plans board member for 
Keyes, Madden & Jones. Chicago. Dr. 
Niefeld wa- formerly director of ad- 
vertising research for McCann-Erick- 
son, \. Y. . . . Ted R. Meredith, di- 
rector of market development and 
Heinz Stadthagen, director of me- 
dia, for Griswold-Eshleman Company 
. . . Yirginia Burke, assistant media 
director for Paris & Peart . . . Jean- 
nette C. Duringer, head media buv- 
er for Lnited States Advertising . . . 
Donald Dickens, Ralph 3Iurray 
and Dyne Englen, to the copv staff 
of Xeedham. Louis & Brorltv . . . 
Arthur E. Wright, Jr., v.p. in charge 
of public relations for Frank Block 
Associates, St. Louis . . . Lonis G. 
Jacohs. account executive for South- 
ern Advertising. Miami . . . Gene 
Schioss, tv and radio program man- 
ager for Ogilvy, Benson & Mather. 

They became v.p.'s: W illiam L. 
Ballard, Robert C. Milner and 
Ralph T. Stewart, v.p.'s at John W. 
Shaw, Chicago. 

NETWORKS 

Provocative statements about se- 
lective viewing made by ABC TA s 
Ollie Treys? before the Minneapo- 
lis Ad Club: 

• Today no single tv network can 
claim it has more than half the audi- 
ence on any one evening. 

• No overwhelming majority- 
watches anv one network station dur- 
ing the course of an evening. 

• The proportion of homes dialing 
to all three networks is far greater 
than e\er; Gl r ? of all homes view at 
lea;4 one ABC show during the eve- 
ning. 
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CBS Radio president Arthur Hill 
Hayes cited these facts as illustra- 
tive of the network's recent prog- 
ress before a meeting in New York 
of CHS allil kites: 

• Station payments to affiliates will 
be higher than they were for the previ- 
ous year. 

• I)a> time i;- better than 90' ? sohh 
ou t. 

• Each quarter averages 70 spon- 
sored "Impact" segments, as compared 
to onl\ 1 1 for the first quarter of 
1957. ' 



(See SPONSOR-SCOPE, page 12, 
for further comment on this meeting.) 
#- 

MBS claims it's had seven news- 
heats within three days and gives 
much of credit for this to coopera- 
tion from its affiliates. 

ABiVs program v. p., Stephen La- 
hunski, told the Advertising Club 
of Providence: 

"I believe it is difficult to make a 
bad buy in radio and virtually impos- 
sible to make a bad bu\ in network 



TIME WELL SPENT 
IN 



radio . . . Radio should quickly be- 
come a billion dollar industry." 

What is needed, added Labunski, is 
programing imagination, willingness 
to exploit radio properly, and aggres- 
sive salesmanship. 

AB-IT is setting up a character 
merchandising department, head- 
ed up by Walter R. McCurdy. The 
department's first project: Maverick. 

Network personnel advancements: 
William E. Anderson, from man- 
ager of business and trade publicity 
for NBC TV to the new post of co- 
ordinator of program services and 
participating programs. 

People with new jobs: Sam Sehiff, 

veteran radio-tv producer, to MBS as 
executive producer . . . Jess Oppen- 
heiiner, creator of I Love Lucy, to 
head a new creative programing unit 
within NBC. 



VIRGINIA 



A, « 




WRNL, with twenty years serving the Richmond, Vir- 
ginia, marltet, has Itept pace with the area's growth. 
Beginning in 1937, with 500 watts, WRNL, now wi th 
5,000 watts AM — 50,000 watts FM, and with increased 
facilities and staff, is outstanding in Virginia broad- 
casting. 

During these years, cigarette-malting has doubled in 
Richmond, new construction has grown from S^/j to 61 
million annually; payrolls have increased from 98 to 
465 million. 




Richmond's growth story is WRNL's 
history — each growing interdependently. 




WML 

910AM 102.1 FM 

Serving the Richmond Market tor 20 Years 



Robert Eastman and Oliver Treyz, 
of ABN and ABC, respectively, 
will make the radio and tv presen- 
tations before the 10th annual 
convention of the Public Rela- 
tions Society of America. 

The convention, meeting 18 Novem- 
ber in the Sheraton Hotel in Philadel- 
phia, will hear presentations from the 
four media on the subject of mass 
communication. 

ASSOCIATIONS 

RAB board of directors at its semi- 
annual meeting approved plans to 
expand its sales techniques at 
both station and advertiser-agency 
levels. 

The board also: 

• Reelected officers for 1958. 

• Approved a $450,000 budget for 
first six months 1958. 

• Authorized the exploration of de- 
veloping a radio advertising text book 
for universities. 

• Endorsed RAB's proposal to con- 
duct sales barrages early in 1958 
among more than 1,000 regional ad- 
vertisers and agencies. 

As a result of board approval, RAB 
will hold 60 member station sales clin- 
ics throughout the country in March 
and April. 1958. 

In advertising, it is the sensible, 
j friendly approach that pays off. 
according to John Hoefer. presi- 
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No matter the weather... 

the time of clay or season of the year The 
Texas Spanish Language Network offers ad- 
vertisers the outstanding advertising medium 
with which to sell the 1,000,000 Spanish-speak- 
ing Mexican-Americans in the network's cov- 
erage area. 

Each of the TSLN stations is the outstanding 
Spanish-language station in its area; each has 
an impressive list of national major regional 
and local advertisers; and each does extensive 
Spanish-language merchandising. Together 
they form an inexpensive sales provoking 
package. 

Texas Spanish Language Network 



XE0/XE0R 

Lower Rio Grande Valley 



NATIONAL TIME SALES 

New York • Chicago 



XEJ KTXN 

LI Paso Austin 



KIWW 

San Antonio 

REPRESENTED BY 

HARLAN G. 0AKES & ASSOC. JOE HARRY 

Los Angeles • San Francisco San Antonio 



The 

NATIONAL SPANISH 
LANGUAGE NETWORK 

is the most complete Spanish- 
language advertising medium sening 
the Spanish Southwest. The NSLN 
reaches more people with more sales 
impressions at lower cost than any 
other medium. 

Stall*. • .1 Ik. NtTIOall l.tmlM l»utU»C! »IT»C»« 

TEXAS— XE0/XESR lower Rio Grand* Valley. KIWW San Antonio. XEJ 
El Poso, KTXN Austin, KlVl Houston; ARIZDNA — KIFN Phoenix. KEVT 
Tucson; NEW MEXICO — KABQ Albuquerque CALIFORNIA — XED Colexico, 
KWKW Los Angeles. XEXX San Diego, KCSI Fresno. 

REPRESENTED IY 

NATIONAL TIME SALES HARLAN G. 0AKES & ASSOC. 

New York • Chicago Los Angeles • San Francisco 

JOE HARRY 

So»i Antonio 
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DENVER'S ^ 



NUMBER ONE 
INDEPENDENT 

KTLN has . . . 
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Denver's 
adult Independent. 



WGR-TV 



BUFFALO ! 





ABC AFFILIATE CHANNEL 2 

Transcoii L inenf Television Corporation 

Peters, Griffin, Woodward, Inc. 



deot (if Oregon Advertising Club. 

Rung "sensible," he defines, is get- 
ling tlie basic marketing information 
and devwiug the advertising plan. 

Being "friendlv " is not to resort to 
shouting hut lo communicate to the 
customer via the back door, '"where 
\our hot fiicnds come to call.' 

T\ IJ has come to the support of 
advertisers in the Baltimore tax 
controversy. 

The Baltimore proposal to levj a 
71,4'' tax on advertising drew these 
K.maik" from Tv M s Norman E. (Pete) 
Cash lo Major D'Alesandro: 

"''I his lav would inevitably lead to 
a great diminution of advertisers' in- 
vestment in Baltimore which would 
diieclb trace lo lower sales, jobs, and 
the economic and political life of one 
of our major cities . . . 

"Request you study carefully this 
revolutionary move as this action 
could reduce I he income to }our city 
and severelv re-trict your administra- 
tion." (See \ev\smaker of the Week. 
|). 4.) 

Meetings: NAKTITs Film Com- 
mittee for 1957-58 will hold its first 
meeting 5 December in \\ ashington. 
Members of the new committee arc 
Harold See, President. Kenneth 1. 
Tredwell. Jr., Joseph L. Floyd, Fred- 
erick S. Houwink. Glenn C. Jackson, 
Lee Hu witch, and Lynn Trammell . . . 
The 1 Vs Eastern Annual Conference 
will be held at the Hotel Roosevelt, 
\. ^ .. 19-20 November. 

AKF's 3rd Annual Conference 
is scheduled for 14 November at the 
Hotel Plaza. N.Y. Program theme for 
the conference will be "How To Make 
Advertising and Marketing More Ef- 
fecliv c." 

1957 Fall Convention of NAT- 

RFD is set for 29 Nove.mher-1 Decem- 
ber at the Conrad Hilton in Chicago. 

Elections: Elliott W. Henry, Jr., 

chosen 1958 President of BP A at the 
clo-c of the BPA convention in Chi- 
cago . 

TV STATIONS 

RKO Teleradio president Tom 
OWeil this week tossed his hat in 
the pay tv ring. 

Said he saw pay-as- v ou-look as the 
wave of the future and that he would 
file with the FCC for permission to 
take part in the forthcoming pay tv 
tests. 



W hat the \ lexers in coastal Cali- 
fornia think of pay tv: 

After explaining pay tv in a joint 
telecast. KSBY-TY. Luis Obispo, and 
kSBYV-'l \ . Salinas, asked viewers 
which svsteni they preferred: free tv 
or pay tv. Over 5,000 letters were re- 
ceived. All hut four favored free 
tv. 

Anniversaries: KTUC-TV. Austin. 
Texas, has designated November as its 
fifth anniversary month . . . KLZ-TV. 
Denver. i> celebrating its fourth a ear 
and the fourth birthday of Aladdin, 
the little boy who is its ?)inbol. 

Awards: WKCV-TV, Philadelphia, 
has been honored by the New Jersev 
Education Association for its efforts on 
behalf of education, students and 
schools in Xew Jersev . . . Ted Lloyd, 
who plavs "Sagebrush Shortv" on 
WJBK-TY kiddie shows, has been 
given first place honors for his effort- 
on behalf of traffic safety and fire pre- 
vention in the Detroit Police Officers' 
annual Newspaper - Radio - Television 
Awards. 

Station doings: WGN-TV. Chicago, 
offered its first color telecast on 8 



Montgomery's No.l 

Radio Station 

WRMA 

Serving 200,000 Negroes 



nnounced the 



-Appoint, 



tL 

to/ 



tppoinlmem 

JUDD SPARLING 

as Station Manager 
AND 

EVERETT - MC KINNEY, INC. 

as National Representative 
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\<>\ nnlxT. The K'oilil is Yunrs and 
Ding Dong School are slated fur color 
tel.-cii-lin- . . . KOIN-TN I Portland. 
Orr. ) photographer Kritli (look en- 
planed (o film 1 1 if Milium'* first aerial 
photograph <>f Sputnik II. KOIX tele- 
cast tlit' *liot sum' dav. 

Station notes: A change in enll 
letters Inw been made bv W ICl . Lrie„ 
Pa., to \V1CI-T\. WIKK Radio. 
Frie, lmf taken mer tlie letters W1CI 
. . . ABM-TV la-comes the first lelevi- 
^it hi station to operate in Bermuda 
a* of I January. I lie new -talion in- 
herits 1 ,000 .-ets now in Use, which 
represent an audience idreadv huilt 
up l>\ the local Failed Stale- Air 
Forte -talion . . . Kl'.M V-TV, Willis 
ton. X. I)., lias joined CPS as a nou- 
inlerconiiected station. Il i- owned by 
\Ie\er Broadcasting Company. 

Where they are now : Charles M. 
McAhee, Jr., general sales manager 
of KVIOX-TN . St. Louis . . . Liain 
Connolly. I'uropeaii correspondent- 
at-large for KOA AM -TV, Denver. 
Connolly will he based in Dublin . . . 
Hali Worthington, production man- 
ager for WDAF-TV. lie has heen with 
the station since it signed on in Octo- 
her. 1019 . . . Jack Fox. assistant tv 
sales manager of WM'C. West Hart- 
ford. Conn. . . . W. P. linker, pro- 
pram director for WMBD-TV. Peoria. 

III. . . . Ernest J. Colden. aeeount 
executive with WBZ-TV. Boston . . . 
Richard \V. OiStramler, sales man- 
ager for \\K.BC-T\. Cincinnati . . . 
Richard Bronson. station manager 
for W\B1-TV, Bangor . . . Bradley 
B. Kdiinnnn. sale- manager for WCX- 

IV. Chicago . . . Leon Drew, pro- 
gram director for KMOX-TV. St. 
Louis. 

Tv applications: Between 4 Xovem- 
her and 9 Xovemher two application* 
were fded. Applications were made 
In John II. Phipps. Tallahassee. Fla.. 
for Channel 8. Wa> cross. 5.2 14-kw 
visual, with lower B>2-ft. aho\e a\ cr- 
ape terrain, plant SI 22.800. vearlv op- 
erating. .$120,000: and In llliway 
Te'evision. Inc.. Bock Island. 111., for 
Channel 8. Moline 316 kw. visual, with 
lower 928 feet aho\e a\erage terrain. 

RADIO STATIONS 

What may he a record in longevity 
for local advertiser-station rela- 
tions: 

W DBQ, Duhuipie. this month cele- 



brate- the 20lli aimi\er-nrv of it- nn 
liiokeu ii— orialion with Bo-hek Biotli- 
eis Department Store. I'hi mi-dionl 
the two decades the advriti-ei h.i- 
spoiiMiml e\er\ newsea-t pre-entrd h\ 
the station. 

Stereophonic sound enii now he 
had \ ia hoth tv antl radio in Ma- 
son City, Iowa. 

kCLO-.\\l-FMT\ is ofTerinu one 
full hour a month of -tereophnuie inn 
sic over radto-tv. The -tatioii repoils 
eiithusiastie re-pou-e from viewer, 
listeners. 

Station Notes: W.MC and \\ MCT- 
TV, Memphis, are -pending S :t \ mil- 
lion on new (punters . . . \\ B(. s Don 
MeGiiniion. hack from an inspection 
(our of Badio Free Lurope in-Udla- 
tions in Kurope, looks to radio a- "'a 
major tool of the free nation- of the 
world in olT-ettiug the iron and intel- 
lectual curtains which the Communist 
nations are attempting to put around 
the masses of people that they have 
doomed to slaverv." 

Kudos: KDK \, Pittshurgli. on il- 
37th anniversary is honoring (he late 
Dr. Frank Conrad, father of modern 
radio broadcasting. \ phupie com- 
memorates Dr. Conrad for lii- e\peri- 
menls leading to (he world- fir- 1 
scheduled broadcast, 2 Xoveiuber. 
1920 . . . WKCA, X.V., ha- received 
the '■outstanding news storv broad- 
cast of 1957"' award of the Badio- 
Television Xews Directors \-- n. for 
its coverage reporting of Benin 
Hooper, voungster trapped in a well. 

Anniversaries: .Mrs. John S. Chase 

(Hilda) celebrates a mile-tone rarcK 
achieved bv a woman: her 2">lh vear 
on the staff of WF \ \. Dalla- . . . 
WCAC. Philadelphia, celebrate- the 
30lli vear of its Children's Hour -e- 
ries. an hour-long variety show foi 
voungsters from 3 to 17. 

Present locations: Bill J. Wheat- 
ley, program manager of WKV Okla- 
homa City . . . John Mat Hue. -la- 
tum manager fur \\ \BI Badio . . . 
Arnold Wcincr. director of mer- 
chandising for WL1B. YV . . . Mar- 
tin Pollins, sale- manager and Oscar 
Camphcll. hu-ines- manager. for 
WJAS \M-FM. Pitt-hurgh ... V K. 
Mickcl. manager of ROB. Vlbuquer- 



KYW 

HOLDS PUBLICITY 
PEOPLE IN 
HIGH ESTEEM 

// i' fine tln'in ri'sjmtiMliitil\ . 
Il i' jut \ thrill 11 vll. 
II r it'll illli i' tlinn. 



K v « ■ 11 " v < • Ii el -1.I1.I • \|c r a < in ■ 
I I (HIP I) . Ill 111! .on! I • I • me 
|> t • I ■ • il 111 1 1 1 1 1 I r .1 I imjiI 
< .1-1 nn ilium 11 1 vs. nil Pi i'Iii 11 
nil 1 \ * i Mi Ml 1 11 \ .1- I Ii i< n\ 
i| h i 1 ir fin ( Ii \. I il - \i ni'icr 

I (||l "ili.OIMI \\ Ml II ill |M Dili 1)1. 

Mill 1 1 11 r id. 11). 

WRITE RIGHT NOW, 
GIVING DETAILS, TO: 

PROMOTION MAN ACER 
KYW RADIO 
CLEVELAND OHIO 

WESTINCHOUSE BROACCASTINC CO INC 




CBS Radio network 
5000 WATTS- 1280 K.C. 

CONTACT WEED & CO. 
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<|ue . . . E. William George, general 
manager of KGER, Long Beach, Cal. 
. . . John Wrisley, director of pro- 
grams for WIS, Columbia, S.C. . . . 
William CrowdiiM, from staff an- 
nonncrr to program director for 
V FA A, Dallas. 

Bernard F, Cursor, Jr.. assistant 
manager for WLS, Chicago . . . Frank 
MrFvov and Hay Downing to the 
sales Maff. and Charles L. Mum. 
account executive for WOKO, Albany. 
Mum has formerly been associated 
with Ted Bates and Benton & Bowles. 
)N.\. . . . H. W. Shepard. general 
manager, Martin Pollins. sales man- 
ager and Osear Campbell, business 
manager, for WJAS AM-FAf, Pitts- 
burgh . . . John H. Pace, general 
manager for KABC. L.A. and also 
managing director for KGO, San 
Francisco ... If. Ted Roney, gen- 
eral manager; Stan Hagan, produc- 
tion manager; J. Howard Engle, ac- 
count executi\e: Carol Nan McDon- 
ald, director of continuity, and Bob 
Latting, chief announcer, for KOME, 
Tulsa . . . Ronald M. Gilbert, na- 
tional sales manager for WWJ. De- 
troit. 



g. i i Milium iiiiiiiiiiiiiiniiiiiiiiniii miiiiiiiiiiiiiiiiiiiiniiiiiimiiiiimiiiimii'M 




IN WILMINGTON 
DELAWARE 

YOUR SHOWCASE 
OF CLASS 

^ Jimmy Lynn 

^ Art Curley 

^ Don Matheson 

^ Dom Clifton 

* Martha O'Dell 

WTOX 



Wilmington, Dela. 
1290 on the dial 



JtoooJt^J 

'ill I llll 



FILM 

This week's news highlights in- 
cluded reports of films going into 
production for the 1958-59 sea- 
son. 

Producers Peter Packer and 
Jacques Surmagne have been as- 
signed to work on the development of 
new series for TCF-TV Productions. 

Mort Mills was signed for a fea- 
tured role of the sheriff in the new 
TCF-TV series, Man Without A Gun, 
scheduled for January release. 

Lisa Lu, Chinese film star, has been 
signed by the Henry Jaffee Enter- 
prises for a featured part in The 
Nightingale, first telefilm in the hour- 
long Shirley Temple's Storybook se- 
ries being filmed in association with 
Screen Gems. 

AAP is currently lining up its 
Xmas specials. 

Four popular seasonal motion pic- 
tures, each a classic in its own cate- 
gory, are being offered to stations and 
sponsors. They include: Star in the 
Night — a modern version of the Three 
Wise Men and The Babe in the Man- 
ger; Silent Night, (which is available 
to one station per market, except for 
about 22 markets where it will be spon- 
sored by Rheingold Beer) ; A Christ- 
mas Carol, starring Alistair Sim as 
Scrooge; and Tlie Emperor's Nightin- 
gale. 

A study released by Ziv TV this 
week showed that the increasing 
competition for ratings has (1) 
stimulated advertisers' promotion- 
al activity and (2) given them a 
sharper appreciation of merchandis- 
ing aids. 

The study further disclosed : 

• In 67% of the markets where 
Harbor Command was launched this 
fall, advertisers utilized sales-building 
tools. 

• In 71% of the markets where The 
New Adventures of Martin Kane is 
aired, sponsors have put merchandis- 
ing aids to work. 

• Activity for the year to date, in- 
dicates that 1957 orders will run 
about 50% ahead of the 1956 total. 
Part of that will be made up of or- 
ders of Sea Hunt. So far 37% of the 
sponsors of Sea Hunt series have or- 
dered promotion aids and the series 
won't be aired until January. 



People in The News: Sam Gang, 
NTA's foreign representative, on a 
four-week tour of Latin America and 
the Caribbean countries . . . Sam W. 
Steele, Jr., southern account execu- 
tive of Official Films, will head up the 
entire Southeast sales area . . . Her- 
man Rush appointed joint sales rep- 
resentative for all television and radio 
properties produced by Barjac. the 
company owned by movie star John 
Wayne . . . Ralph Mitchell joins the 
:?ales staff of Screen Gems (Canada) 
. . . Pat (TBrian appointed director 
of marketing, and Patriria J. Trum- 
bull named Program Coordinator of 
Fred Niles, Cross Country productions 
. . . Richard Sassenberg, formerly 
of RKO, named president of Piclear, 
Inc. . . . John Howell named gen- 
eral sales manager of CBS TV Films 
Sales. Inc. 

REPS 

H-R Television and H-R Repre- 
sentatives New York personnel 
met this week with Andrew Gent, 
head of the firms' new Detroit 
office. 

This first meeting of Frank Head- 
ley, Frank Pellegrin and Paul Weeks 
with Gent was to formulate new poli- 
cies and sales strategy for the Detroit 
operation. 

Young Television Corp. has named 
Peter Yaman eastern sales man- 
ager. He will report to Stephen 
A. Manchcinski. v. p. in charge of 
sales. 

Yaman, formerly with American 
Broadcasting Co., joined Young in 
1956. He will now be responsible 
for coordinating the activity of the 
television sales staff in New York. 

Augustine L. Cavallaro has joined 
\ oung's New York office as a tv sales- 
man. Previously he was assistant to 
the v.p. and general manager of 
WK1T. Garden City. New York. 

New appointments: Young Tele- 
vision for WNOW-TV, York, Pa., and 
two grantees not yet on the air: 
WLOF-TV, Orlando, Fla.; and KGHL- 
TV, Billings, Montana. Both grantees 
expect to be on the air within the 
next few months . . . George P. Hol- 
lingbery Co. for the newly formed 
"Five Star Group" radio stations con- 
sisting of KWBB. Wichita; WREN, 
Topeka; KOAM, Pittsburg; KGGF, 
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ColTc) villr; ami K\(M5, Crrat ISi-ntl. 
"Five Star" station* rover portion* of 
Kaunas, Missouri, ^rkannst* and Okla- 
homa . . . Young K«'|»rr^riitnti\«'rt 
now rep >X KAH, Mol.ilr, Ala.; \\ NOW, 
York, and VTA Kit, AHeiiumn, I'a.; 
KV \\\ Portland, Ore. 

CANADA 

Vmimiivrr Millions aren't v/orricfl 
ImiI tlicro's a movr afoot to l»;in 
liroii'lciistiii^ on Smitlrtv. 

A member of tin* Vancouver police 
commission, Brig. William .Mnrpln , 
lias recommended harming of broad- 
casting and other activities as a test 
of the Lord's l)a\ Act. 

I The commission w as scheduled to 
act on the recommendation 1 1 Noveni- 
her, which is past sponsor's press- 
time.) 

He\. Harold Allen, B.C. executive 
secretarv of the Lord's Day alliance, 
charged that Murphy was trying to 
make the Lord's Day Act "ridiculous." 

Sam Koss. assistant manager of 
CKW X, said: "1 hope thev go ahead 
and prosecute." 

Tv and radio 1ms phiyctl an im- 
port an t part in the success of the re- 
cent Nescafe Week promotions, ad 
manager A. M. Lawrence told the 
Central Canada Broadcasters Assn. 

He revealed that in one test market 
Nescafe's share of instant cofTee sales 
went from 19 to 81 '"J in one market 
during Nescafe W eek, then settled at 
twice the 19% level. 

Laurence said there was a direct 
relationship between Nestles invest- 
ment in tv and spot radio and its in- 
creased market share for instant cofTee 
and instant chocolate. 

Nestle now puts 70% of its hudget 
into tv. 

Horace N. Stovin Co. is now 
Stovin-Bvles. 

W. I). "Bill" By les. who was execu- 
tive vice president, has become presi- 
dent in place of Stovin, who is chair- 
man of the board. 

Bvles joined Stovin in 1956 with 
2."j years" experience in broadcasting. 

Stovin-Byle* now reps 22 radio and 
nine tv stations in Canada. Bermuda, 
Nassau and Cuba. 

Brown & Mitchell. Ltd.. is now 
Brown. Mitchell & Wri»ht. Ltd. 



. . . Allan Waters, president and 
manager of ("111 M. Toronto, h.i* been 
elected president of the (.eirtral Can- 
ada Broadcasters A*mi., ^nccredm^ 
Baxter Iticard of CILNO, >mlbiir\. 

RESEARCH 

T\B data, released this week, re- 
veal** nouie notable strides made 
hv tv this \car as compared to last 
\ ear. Here are the highlifihls of tlri-» 
progress, based on \. C. Nielsen re- 
search : 

• Tv viewing increased in all time 
periods from ]()' t -'.W < per average 
minute. 

• Tv attracted from .V»-I.VJ more 
families — in 11 out of 12 lime periods. 

• Family viewing increased in all 
12 time slots, showing a weekh gain 
of 2 hours and 12 minute-. Biggest 
viewing increase came between the 
hours of 9 p.m. and midnight, with 
20.1 families timed in per average 
minute. 

• Over 31' ? more families w atched 
tv in M arch 1957 than in March 1956. 

Research staff additions: John K. 
Phillips to the Chicago office and 
Cnrlin J. Ileinian to the N. Y. office 
of A. C. Nielsen Station Index Client 
Service stafl (NSI) . . . Krwin Eph- 
ron, assistant public relations and 
publicity director for A. C. Nielsen, 
N. ^ . Ephron was formerlv produc- 
tion editor for SPONSOR. 

FINANCIAL 

Stock market quotations: Follow- 
ing stocks in air media and related 
fields are listed each issue with quota- 
tions for Tuesday this week and Tues- 
day two weeks before. Quotations sup- 
plied by Merrill Lynch, Pierce, Fenner 
and Beane. 
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San Antonio 



MORE DAILY HOME 
AUDIENCE IN SAN 
ANTONIO THAN 
ANY OTHER STA- 
TION! 



MUSIC 4 NEWS 
for ADULTS 

Call Avery-Knodcl, Inc. 



NCS it2 



and still growing 




Survey after Survey of 14 
counties indicates Uncontested 
Dominance of Northern Illinois- 
Southern Wisconsin area by 
WREX-TV. 

* Combined rural and industrial 
following . . . ideal for test 
campaigns. 



WREX-TV 

sales power! 



WREX-TV — "The Viewer*' Choke" 
DELIVERS your message to the buyers 
in this rich industrial and agricultural 
market. 

The consistent high quality in produc- 
tion, promotion and merchandising of 
both spots and programs has earned 
many major awards for WREX-TV this 
year! For the best medium to reach this 
Rockford area market consult H-R for 
the WREX-TV story. 

J. M. IAISOL General Manager 
REPRESENTED RY H-R TELEVISION, INC 



CHANNEL 13 




ROCKfORt 
ILLINOIS 
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The 530 members of the United States Congress make news 
every day in Washington. They should know Capital news 
best. And in a survey made on Capital Hill by Walter Gerson 
and Associates to determine the news viewing habits and pref- 
erences of each Senator and Representative, WRC-TV news 
and newsmen won in a landslide! 



Asked which station they watch, 43.8% of the 
Congressmen chose WRC-TV. . . nearly as many 
as all other stations combined. When they were 
asked which station gives the most complete 
coverage, WRC-TV, with a 48.9%, again led 
the second station by a solid margin of 28%. 

Finally, each member was asked his prefer- 



ence of news commentators, considering objectivity and pres- 
entation. WRC-TV's Richard Harkness and Bryson Rash 
placed first and second among all local news commentators. 

If you're not already in this WRC-TV news picture, let us put 
you there now. Your NBC Spot Sales representative will 

gladly help you select sales- 
winning availabilities for 



WRC-TV 
WINS 
CONGRESS 



your product in the Capital. 

WRC-TV-4 



WASHINGTON, D. C. 




SOLD BY I NBC I SPOT SALES 





BRINKiEY 






HARKNESS 



HUNTLEY 



What's hap[>rning in U . S. Government 
that affects sponsors, agencies, stations 



WASHINGTON WEEK 



16 NOVEMBER 

Cwyrraht 1057 
SPONSOR PUBLICATIONS INC. 



The FCC hits ht*en finding the ekmr channel and related radio cases much 
harder to crack than expected. 

Despite the volumes of material submitted over I he \etrrs the Commissioners "-till aren't 
having mueh lurk with the problem. 

Nevertheless, Home action, at least of the tentative variety, in expected soon. 

Most likelv the Commission will deride to continue present protection on most of 
the clear channels. It also appears that these station^ might he permitted to increase 
their power from SO kw to 75 k\v. 

In related cases, the FCC seems set to turn down the petition of the daytime 
radio stations for extended hours of operation. 

And on still another front the FCC alreadv has proceedings in progress aimed at per- 
niittiiilj the Class TV stations to increase their power from the present 250 watt 
maximum to 1.000 watts providing thev won't interfere with other stations. 

Mueh of the holdup thus far revolves around how mam of the clear-channel stations 
should lose some of their protection to permit second distant station* on their channels. 
Threatened are a few Northeastern and Chicago station", phi* KFI in Los \n<:ele«. 

There ha? heen no sneaestion within the FCC meetings that anv of the rlear-rhannel 
broadcasters give up more protection than that despite arguments hv the smaller sta- 
tions that few people tune in distant stations anv more and that putting additional 
stations on those channels would result in better radio srrvire. 



Almost half of the independent producers of filmed programs for TV have 
thus far failed to resoond to the FCC's network study committee questionnaires 
asking for confidential fmanrial data. 

That was revealed when FCC counsel filed with James Cunningham. FCC chief hearing 
examiner, an agreement under which MCA. Screen Gems. Ziv. and Revue will turn over 
the confidential material by 9 December. 

FCC lawyer Ashbrook Brvant surmised the other recalcitrants were wailing for the 
outcome of the losing court battle waged hv the four. They will likely nl*o provide 
the material by Dec. 9, he said. But more subpoenas will he issued if there is anv 
foot-dragging, he warned. 

The fate of existing stations which seek to keep out new competitors on the 
grounds that a city can't support an additional station has taken another turn for 
the worse. An Austin, Minn., station sought to use the "economic injury"* argument, 
but communications counsel Harrv Plotkin representing the proposed new station asked the 
Commission to make them open up their hooks to prove their point. 

The station didn't even wait for an FCC ruling to withdraw that part of its protest. 
Hrondcasters apparently don't want their financial data made public. 



FCC Chairman Doerfer says the Commission is investigating whether TV sta- 
tions are using commercials flashed so briefly that nohodv s e e-s them consciously f the 
"subliminal perception" technique). 

Doerfer says he doesn't know if the FCC should do anything about it even if 
it discovers that TV stations are indulging. The probe was requested by Congressmen. 
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GETTING 



Will that clever use of trademark 
product-in-use surely fix the brand rm 
in the viewer's mind? Not if the picks 
dull, indistinct and poorly reproduce^ 
obsolete film equipment. The first ste tc 
more "sell" in film commercials nil/ 
must start with station facilities. It'^ha 
trick at all to impart "snap" and reiwf, 
with modern RCA film room equipnm 




(YOUR FILM DOLLAR 




How to Get Picture Quality that 

Puts More Sell in Commercials 



But Keeps Your Operating Costs Down! 



i 



Here are three ways to improve film quality and reduce 
operating costs at the same time: 

a. Use a Vidicon film camera 

b. Use professional projectors 

c. Use an up-to-date multiplexer 

RCA Vidicon Film Camera operation not only gives the best picture 
quality, but transforms wastefulness (caused by inefficiency 
of outmoded equipment) to profit. 

Professional Film and Slide Projectors save operating dollars. 
Lamp costs are lower — lamps can operate until burn-out. Thirty to 
fifty hours of operation are not unusual for a normal 10-hour lamp. 
Rebate costs on lost commercials due to lamp failure are eliminated, 
thanks to the automatic lamp change feature. You get business 
protection plus the high quality these projectors impart. 

The RCA TP-15 Multiplexer, providing efficient layout of the system, 
assures lower costs through ease of maintenance and expansion. 

The RCA Vidicon Film System provides 
the standard of film reproduction by which 
all other methods and equipment are judged. 



Ask the RCA Broadcast Representative to show 
you our detailed new film manual, "Planning TV 
Film Facilities for Color and Monochrome." 




RADIO CORPORATION of AMERICA 

BROADCAST AND TELEVISION EQUIPMENT 
CAMDEN, N. J. 

In Canada: RCA VICTOR Company Ltd., Montreal 
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Apparently there's a bigger premium on programs than on sponsors among 
the networks these days: 

Here's a clue to their relative importance: 

The secretary for a top network executive intercommed her boss that he had 
two callers on the line — one a Hollywood producer and the other an advertiser. 
Without a second's hesitation, she was told to put on the producer. 



The ad manager for one of the giant soaps has his own formula for fair 
compensation for advertising agencies. 

His view: An agency thoroughly competent in marketing and creative services can't 
make a profit on a budget below $1.4 million; so any advertiser whose outlay falls 
below that break-point should be willing to pay a fee for the difference. 



Against-the-grain note: One major tv film producer is so certain that family situ- 
ation comedies will be potent contenders next season that he is putting six f.s.c. 
series into production. 

All will be co-production deals— three each with ABC TV and CBS TV. 



A report that caused much buzzing in New York admen circles this week: 
The eventual cost of producing the 'round-the-world Ford commercials went 
well over the $l-million mark and that this exceeded the original estimate by $500,000. 
In any event, it's the most expensive stunt-commercial to date. 



A slight case of the topsy-turvy in tv and radio station values: NTA, which bought 
WATV and WAAT, Newark, for $2,550,000 has put a price tag of $2 million on 
the radio station alone. 

That's what a surprised bidder for WAAT found out when he offered a mere SI million. 



Station managements might find something to chew on in a couple of divergent 
views expressed on Madison Avenue this week: 

VIEW NO. 1 : "To get a minute announcement you usually have to buy into a feature 
film. But many stations are placing their commercials in such programs back -to -back. 
That's too much of a hazard — because it allows too much time for the audience to 
get relief elsewhere." 



ATTITUDE NO. 2: The trend in spot tv buying is more and more toward min- 
utes. Reps are swamped with requests for such spots. 

For instance, Ted Bates found that minutes — even in fringe time — were singularly 
successful for Anahist. 
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growing fast 

Maximum Power 



316,000 WATTS 




POWERFU 
LINEUP IN THE 
CAROLINA 






WSOC BROADCASTING COMPANY 




Channel 9 Television 
1240 KC Radio 
103.5 MC FM 



CHECK 
Charlotte, N. C. avails at 

H. R. Representatives Inc. — Nationally 
F. J. Representatives Inc. — Atlanta 



Larr\ Walker President and General Mancger 
C George Henderson — General Sales V,anager 
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$70,000 BUDGET 

[Continued from page 47) 

tlic hah\. Josie McCarthy used a 
"shame tliem into buying" technique. 
Mcr pitch: "Ladies, just look at all 
those modern appliances you have in 
your kitchen — but you're still using 
that old-fashioned dish rag. Why not 
be up with the times all the way — use 
this new Amsco sponge cloth! 

In designing the film commercial 
"we had to decide between live and 
animation." says Curtis. "Live was 
selected because we felt our product 



was a practical one demanding a 
straight demonstration approach — no 
gimmicks or cuteness. In our casting 
we stayed away from the glamour girl 
in favor of the housewife type that 
homemakers could identify with." 

Heavy mileage to the dollar again 
was a prime consideration in plan- 
ning. "We used a voice-over tech- 
nique instead of lip-sync, saving us 
about 25'/c in costs.'' says Curtis. 
Also, "the film was designed so that it 
could be used either in its entirety as 
a minute plug, or in part as a 20-sec- 
ond." For its 10's Amsco used eco- 



nomical telops, a picture of the prod- 
uct flashed on the screen with voice- 
over carry ing the sales message. 

Frequency of commercials and allo- 
cation of the varying lengths was dic- 
tated during the campaign by season 
and budget. Amsco dropped all of the 
10 s in favor of ones and 20's during 
the annual January-May spring clean- 
ing period. Frequency: about 12 a 
week with about seven in the form of 
live participations. Three filmed 20's 
were used each week during this pe- 
riod in prime evening hours. 

During the summer, budget limita- 
tions dictated a return to the 10's with 
continued use of the 20's. Frequency: 
about 12-14 per week, primarily in 
daytime with some night coverage. 

In September, a switch back to ones 
was made, with some 20's also sched- 
uled. Live participations are carried 
in the Josie's Kitchen segment of Hi 
Mom, and on the Tex and Jinx Show. 
Josie MeCarthy also does a minute live 
pitch during her afternoon segment on 
Club 60. Her five-a-week schedule is 
split three on Hi Mom and two on 
Club 60. 

Effectiveness of the campaign on 
New York area consumers was mea- 
sured twice by Amsco. Post cards 
packed in the sponge packages asked 
buyers where they had heard about 
the product; 72^ listed tv. Jn a sec- 
ond test, Josie McCarthy made a sin- 
gle announcement requesting viewers 
to write her about original uses they 
had found for the cloth. "We were 
swamped with nearly 2,000 replies in 
a week" says Arthur J. Sloss. company 
president. 

Distribution: Sloss gives full credit 
for conquering this problem to the 
spot tv campaign. "We're just a small 
business and we really didn't want to 
spend money in tv, but we weren't 
moving off the store shelves," he says. 
"We were dropped by three chains be- 
cause of this — now we have won them 
back and added so many more that we 
have 95T distribution in the New 
York market."' 

A tabulation by ad manager Schatz 
shows Amsco in 21 major food, variety 
and department store chains today. 
This figure stood at seven before the 
tv decision. 

Heavy promotion of the tv partici- 
pation to store buyers and managers 
i was a primary factor in shaping the 
rosier distribution picture. Curtis sent 
an estimated 15,000 mailing pieces to 




Eyeing Texas? The fabulous 



Beaumont 


-Port Arthur-Orange area 


of over 


1,000,000 prosperous 


people 


is covered only by 


K F D 1 


VI Beaumont Radio & TV 


CBS 
ABC 


jm^j* See PETERS-GRIFFIN-WOODWARD, inc. 
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to Juo 




out of 



zworte qoJ 5t 1 15 top shows 



PULSE- SEPTEMBER 



PULSE- AUGUST 





Twice in a Row, and We Don't Do it with Mirrors! 



t 



To get action on your sales message, what's more logical than to put it on the 
station that people are looking at! Here in the fat Miami Valley Market, says 
Pulse, that station is WHIO-TV. We've a double header Pulse rating of 15 out 
of 15 for August and September. We had 15 out of 15 last December — and 
never less than 13 of 15 in the meantime! 

Get Pulse and ARB ratings, market data and availabilities from re*-Pulse-ive 
George P. Hollingbery, Nat'l Rep. 



for "repetitive" 



CHANNEL f DAYTON, OHIO 



whio-tv 



One of America's 
great area stations 



the chains and independents saying, in 
cfTect, "'get aboard!" King-size, tele- 
gram-format mailers also blanketed 
the trade with the tv participation mes- 
sage. These measures were backed 
up with editorial promotion in both 
I he trade and consumer press via col- 
umn mentions and blurbs in new 
products sections. 

The pulling power of t\ participa- 
tion in dealing with buyers was dem- 
onstrated when "six chains agreed to 
stock our product as soon as they 
knew we were going into t\,'' says 
Sehatz. '"This whole tv participation 
deal and its promotion, coupled with 
the consumer demands created by the 
spots, made our salesman welcome." 

Marketing and tv: The sponge cloth 
was tied in with the tv campaign 
to get the longest run for the money. 
Highlight: Amsco-Curtis placed dem- 
onstrators in Manhattan's 42nd, 34th 
and Dey St. Wool worth stores, as well 
as in the chain's major Newark outlet. 
All demonstrators played the "adver- 
tised on tv'* angle to the hilt. Results 
in one store: ol7 sponge cloths were 
sold in one six-day period. "In other 
stores, sales increased an average of 
three to five times," says Curtis. 



In most instances the demonstra- 
tions were planned for two weeks' 
duration. Because of customer re- 
sponse, howevrr, store managers asked 
for extension of the demo plan up to 
10 weeks in some locations. 

The tv tie-in also was carried heavily 
by point-of-sale material used in store 
displays. Mass displays were ar- 
ranged in all Food Fair and Gristede 
outlets (\ew York area food chains) 
by WRCA-TV's merchandising depart- 
ment and other store setups were se- 
cured by Amsco's retail selling force. 
Also, displa\ mats, streamers, self- 
selling cartons, moving and stationary 
display pieces all carried the "as seen 
on WRCA-TV" pitch. 

Other areas covered by the Amsco- 
Curtis team in planning the advertis- 
ing campaign involved pricing, pack- 
aging and product color. 

The sponge cloth sold for 39^ when 
originally introduced. A dime drop 
in cost was made in the New York area 
just prior to the tv campaign. "We 
felt the 29^ price would help put the 
product over; and we banked on in- 
creased volume from tv to lower pro- 
duction and distribution costs enough 
to offset the 10^ slash," Schatz says. 
"Rising sales figures, with our tv ex- 




Just a darn minute, 
Smidley. 




NATIONAL REP.: WEED TELEVISION 



The aid gang at the frat'll have to 
wait till I see that Cascade order, 
Drot it, Smid, can't you shake those 
1925 buying habits? This Cascade's 
importont — one of the nation's tap 75 
markets. Think of it, exclusive 
television coverage in a morket of over 
half a million with over a billion 
to spend. We can't overlook thot 
and, by George, we won't! 

CASCADE 

BROADCASTING COMPANY 



PACIFIC NORTHWEST: MOORE & ASSOCIATES 



penditure remaining stable, will soon 
bring about this situation," he says. 

In the packaging area, "we found 
the cellophane see-through packs were 
being stacked in piles on counters, re- 
sulting in minimal visual impact," says 
Curtis. To combat this, special display 
cartons were designed to present the 
cloths in a stand-up position. Wire 
racks also were manufactured for 
hang-up display of the product. 

Testing of the cellophane package 
itself is planned soon, according to 
Curtis. The pack is now imprinted in 
red, with a large "A" as the dominant 
factor. "We're planning ocular meas- 
urement tests to determine how the 
eye moves across the package, and 
how effective our design is," he says. 

The company also is planning a test 
on double - packing — putting tw o 
sponge cloths in a single package. 
The aim here would be to create a 
"habit pattern," says Curtis. "If a 
housewife buys two cloths she's more 
likely to develop the usage habit than 
if she bought one; when the first one 
wears out she already has a replace- 
ment on hand. 

"Color research also helped us in 
moving our product," says Curtis. 
The sponge cloths are made in natural, 
green, pink and blue. "Research by 
Leon Cheskin of Color Research Insti- 
tute showed us that our pink and blue 
cloths were the least popular with 
consumers; natural was preferred 
most, with green next," Curtis says. 

"Originally we packed six of each 
color in our stand-up display car- 
tons. Now we put in eight each of the 
naturals and greens, with four each of 
the pinks and blues. This means that 
the most popular colors are presented 
most often for purchase." 

End result of Amsco's tv advertis- 
ing campaign : Demand for the firm's 
product has created a need for expan- 
sion and a move is underway to larger 
quarters in Long Island City. Present 
location has 30,000 sq. ft. of space in 
a six-story building. At L.l.C. Amsco 
will have 52,000 sq. ft. 

Sloss, president of the firm for the 
past 40 years, anticipates S2V2 million 
over-all sales for 1957, $1 million in- 
crease over 1953, when the firm first 
secured sales rights tc the sponge 
cloth product from its Swedish manu- 
facturer. 

Success with the sponge cloth, high- 
lighted by the New York tv introduc- 

to eve other 



lion, is leading Amsco 
markets in the nation. 
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Famous on the Georgia Scene 





INDIAN MOUNDS in the Ocmulgee National Monument 
near Macon reveal the saga of Georgia's earliest inhabitants. 
Macon, often called 'The Heart of Georgia," is included 
in the wide coverage of WAGA-TV, famous on the Georgia 
scene, too. Reaching nearly two million people. WAGA-TV 
is the leading television station in the Southeast's No. 1 
market. A WAGAland brochure, with all the facts and 
figures, is yours on request. 





STORER BROADCASTING COMPANY SALES OFFICES 
NEW YORK-o25 Madison Ave. • CHICAGO-230 N Michigan Ave. • SAN FRANCISCO-1 1 1 Sutter St. 



Represented Nationally by THE KATZ AGENCY. Inc. 






The latest Nielsen Survey shows that 
KTBS-TV, Channel 3, Shreveport, 
Louisiana gives you a bonus of 13,120 
MORE TV HOMES than reached by 
Station B. 

This gives you a bonus spendable in- 
come of MORE THAN $52,000,- 
000.00* in this rich Southwest mar- 
ket with a total spendable income 
of more than $1,323,801,000.00. 

*Satei Management June, 1957, 

Your BONUS Station 
With Maximum Power 

KTBS-7i> 

CHANNEL 



SHREVEPORT 
LOUISIANA 

E. NEWTON WRAY, President & Ctn. Mgr. 

NBC and ABC 




•iprmntid bf 



GET THIS 



Tv and radio 
NEWSMAKERS 




Arthur E. Duram, vice president in charge 
of radio and television at Fuller & Smith 
& Ross, has been named senior vice presi- 
dent. In his new capacity Duram will con- 
tinue in the over-all management of the 
agency's tv and radio activity in FSR of- 
fices in New York. Chicago. Cleveland. 
}f\\ Pittsburgh and San Francisco. He joined 

FSR in 1950. was made a vice president 
in 1953 and elected to the board of directors in 1955. Before this 
Duram had been market research director and later sales manager 
of the Columbia Broadcasting System's tv operations. "The appoint- 
ment of Mr. Duram as senior v. p. is the fourth major change in re- 
cent weeks." said Robert Allen, president of FSR. "We feel that we 
are now organizationally able to meet the increasing demands.'' 



Thomas W. Moore has been appointed 
ABC TV vice president in charge of sales. 
He has resigned as general sales manager 
of CBS TV Film Sales. Moore joined the 
latter in 1952 as an account executive on 
the West Coast and in 1956 became general 
sales manager with headquarters in New 
York. After attending Mississippi State 
College and the University of Missouri. 
Moore got his start in the communications field with the Meridian, 
Miss. Star, a local paper, as classified advertising manager. This 
career was interrupted by a tour in the U. S. Navy as lieutenant, and 
resumed by an appointment as v. p. in charge of advertising and 
public relations for the Forest Lawn Memorial Park in Los Angeles. 
Slocum Chapin will take over new post of v. p. of client relations. 




f3 



Charles F. Crisham has been named gen- 
eral manager of the Alabama Broadcast- 
ing System, operators of radio stations 
WAPI. WAFM. and tv station WABT in 
Birmingham. He has been in the radio 
* j| anc ^ television business since his gradua- 

tion from the Alabama Polytechnic Insti- 
tute in 1939. Grisham began his career 
with WLW, Cincinnati, and was made as- 
sistant program director in 1940. Leaving WLW in 1949 he be- 
came director of radio advertising for the Feeds Division of Ralston- 
Purina Co. in St. Louis. After serving as a major in the Field 
Artillery during World War II, Grisham became southeastern mana- 
ger for the Edward Petry Co., then general sales manager of WLTV 
I now WLW-A) in Atlanta. He joined the Alabama organization in 
1953 as commercial manager of WABT and was named v. p. in 1954. 




Edward Petry & Co., Inc. 
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Phasianus colchicus tarquatus 




The upland farms of Michigan are the favorite 
habitat of this gaudy, raucous immigrant from 
Asia. Gamey in the wilds, the Pheasant is a 
delightful delicacy on the table. 

Original sketch by conservationist 
Charles E. S chafer 



Put your money 

where the people are 




Are you reaching pheasants instead of people? WWJ 
concentrates on the big-earning, big-spending folks in 
southeastern Michigan — with sprightly personalities like 
Hugh Roberts in the morning, Bob Maxwell from fab- 
ulous Northland shopping center, Jim Wood and Jim 
DeLand from spectacular Eastland. Use WWJ all day 
. . . every day. 



Here'* your real target 

Seventy per cent of Michigan's 
population commanding 75 per 
cent of the state's buying power 
lives within WWJ's daytime 
primary coverage area. 



WWJ RADIO 

WORLD'S FIRST RADIO STATION 
Own*d end ep*ral*d by The Detroit Newt 
National Rtprtitntatirtt: rtltn. Griffin, Woodward, Int. 



NBC AffiSott 
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The new spot tv 

Tremendous change^ have been taking plaee in the way 
spot tv is bought — and in the jol» which clients assign to the 
medium. Out of these changes we believe the medium will 
emerge stronger in the long run and far more sensitive to the 
needs of advertisers. 

This happens invariably when any new business swings 
from an era in which >elling is relatively easy to one in which 
the client must be wooed. 

The question is: How skillfully and how fast will spot tv 
adapt itself to changed conditions? 

We think 1958 can be a year of acceleration in spot tv 
growth if the medium's sellers carefully appraise what the 
buyers want. We think they'll find buyers want to buy spot 
television today in greater weekly frequency and with greater 
flexibility — above all, they want a medium that's easy to buy. 

In other words, the spot tv pattern may be moving closer to 
the pattern found in radio. The stations planning a new rate 
card would be wise therefore to include more big- frequency 
packages. 

This, however, is merely one example of changes which 
are timely. There are many others, and sellers will do well 
to find them first-hand and apply them to their own markets. 

Tv and the press 

The consumer press has always showered television with 
attention. But it has not always been well-informed attention. 
Perhaps the very speed with which the medium grew made 
it difficult for the newspaper and magazine people who 
covered it to always maintain perspective. 

One of the best ways we can think of to remedy the situa- 
tion is to fling the doors of your shop open and invite the 
press in; this NBC TV did in its junket to the West Coast 
for the television consumer and trade press. Never has so 
much opportunity to create copy been provided so fast — or 
so we felt as the week moved by in wave after wave of star 
interviews. 

To admen the significance of the giant junket was this: 
the networks today are working for dynamic and informed 
coverage in a style which befits their stature as the leaders 
of American entertainment. 



THIS WE FIGHT FOR: Everybody, includ- 
ing the columnist, talks about ratings. But no 
industry-wide job is being done to validate rat- 
ings or to educate those u ho misuse ratings. W e 
urge ART to lead in achieving these objectives. 
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lO-SECOND SPOTS 

Surprise: Dudley Brewer, of Branham 
Co. in Chicago, expecting arrival of 
WCHS program director Bruce Johns 
from Charleston, W. Va., for BPA 
Convention, dropped by Eastern Air- 
lines to check on day and time of his 
flight. There Brewer ran into his 
former secretary, now an Eastern 
stewardess. He happened to mention 
the flight number to her, and she ex- 
claimed, "Why, I've got that run." 
Brewer thought fast. "Listen." he said, 
"you can help out on a gag . . ." When 
Johns took off from Charleston, and 
the stewardess circulated among the 
passengers, passing out magazines, she 
dropped in his lap an armful of WCHS 
promotion material. 

Political plum? Shortly before New 
York City's election day when Mayor 
Wagner successfully tried for re-elec- 
tion, the traffic man at WOR suddenly 
noted a line on the day s "bible" he 
had failed to see before: '"Mrs. Wag- 
ner — 60 seconds." Assuming the an- 
nouncement was to he by the candi- 
date's wife, he raced off in search of 
the "disclaimer disc" that always must 
follow political ads. Suddenly the com- 
mercial was on — for Mrs. Wagner's 
Pies. 

Salesgirl: Westinghouse Electric Co. 
estimates that Betty Furness, now be- 
ginning her ninth year as its tv per- 
sonality, has been seen by a total 
audience of 5.475,000,000 viewers. 
And opened that refrig how often? 

Crossed channels: In the 1 Novem- 
ber television schedule of The New 
York Times the following appeared in 
the list headed "Feature Films" — 
11:07-12 — Symphonic Highlights: 
Bartok's Music for Strings, Percus- 
sion and Celeste— (WQXR) . . . 
12:05-1 — Midnight Symphony- 
Handel's Double Concerto in F — 
(WQXR). 
No doubt about it, radio is more ver- 
satile than ever. 

Summing up: Phil Hillman, promo- 
tion director at KNX, CBS radio out- 
let in Los Angeles, got reprints of 
sponsor's 10 August story on timebuy- 
ing called "Strictly by the numbers." 
then imprinted this gem of his own on 
the front cover: "MORAL: Slide rule 
can make wise man foolish more often 
than it can make foolish man wise. — 
Confucius 11" 
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SNOWSTORM 
WA R N I N G 
TO 

TIME Rl ivprq 



Don't get snowed under 
an avalanche of spots 

No double spotting — no triple spotting 



Very few places beat Buffalo when it 
comes to snow ! In Buffalo, no station 
beats WWOL when it comes to delivering 
more listeners per dollar. 



on 



WWOL 



\A/\A/0 L GIVES THE LOWEST DOLLAR COST PER LISTENER IN THE BUFFALO AREA* 

HOMES REACHED PER DOLLAR 

WWOL NET STATION NET STATION NET STATION NET STATION IND. STATION IND. STATION 

"B" 



"A" 

1277 853 

BASED ON: 



"B" 
314 



"C" 
870 



"D" 
325 



"A" 
417 



1055 



'SRDS CLASS A — 12 Noon — 6 P.M. — May '57. Buffalo Area Nielsen 
Report June '57 (page 5). Monday thru Friday, 12 Noon — 6 P.M. 



VDig out the facts and figures 
Che^ NIELSEN 

C/izck PULSE 

C/Uck HOOPER 

53 




National Representative : FOR JOE & CO. 



The 50 notional advertisers w 
who now include WWOL 
radio in their budgets ! 




